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A ‘Rosy Future~-F/ 


Independent Merchants Will Prosper Provided Their Merchandising 
Practice Squares with New Distribution Methods 


our present commercial structure is a subject 
which has received much attention of late from 
economists and students of business problems. In a 
pamphlet issued recently by the Commerce Department 
entitled “Practical Aids to the Independent Merchant,” 
the question as to whether he has a secure position in 
the development of business in this country is not only 
answered emphatically in the af- 
firmative but it is pointed out 
that “the resourcefulness and 
freedom of action of the indi- 
vidual will always go far toward 
offsetting the advantage of large- 
scale operations of the more 
complicated organizations.” 
However, the fact is empha- 
sized that in this era of chang- 
ing business methods the mer- 
chant who refuses to consider 
the new order of things must 
give ground to his more efficient 
competitor. According to Dr. 
Julius Klein, director of the 
Bureau of Foreign and Domestic 
Commerce, the independent busi- 
ness man with reasonable capital 
willing to utilize new methods 
and take advantage of new con- 
ditions has a greater opportu- 
nity today than ever before. 
The independent merchant who 
functions intelligently as pur- 
chasing agent for his commu- 
nity, he points out, has a distinct 
opportunity to render a real so- 
cial service. The principal in- 


em status of the small independent merchant in 








The bright sun of the future still shines 
for the independent merchant 


~s-<ea'ggrry 


novation introduced by the large corporation is. the 
newer type of management and the recognized value 
of large-scale economies; but big business has no copy- 
right on profitable methods and mere bulk is by no 
means necessarily synonymous with efficiency. 

Among the problems which the Department of Com- 
merce is studying and which are perhaps of greatest 
interest to the independent merchant are these dealing 
with retail distribution and. mar- 
keting. Mass production has 
brought about remarkable 
changes in merchandising dur- 
ing the last quarter century 
changes which have tended to up- 
set methods of distribution which 
are deemed fixed and unalterable. 
The old order of wholesaler, job- 
ber and retail merchant has de- 
veloped into a somewhat con- 
fusing system where manufac- 
turers are retail merchants. 
wholesalers own or control re- 
tail stores, and retail merchants 
own wholesale establishments. 
This confusion which exists in 
connection with - distribution 
complicates the problem of. effi- 
cient business administration 
and gives rise to a certain 
amount of distrust among the 
consuming public. The Com- 
merce Department has found 
upon investigation that nearly 
a million business men in this 
country do a volume of business 
hardly large enough to provide 
the facilities for the study of 

[TURN TO PAGE 69, PLEASE | 
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Hot om we Trail of 


ee eee See Merchants in all Parts of the Country 
he "Feats rootwaan ; ation With Big N.S. R. A. Cam 
Dealer Help Materia! |; 








Three unit box trims may be 
used to get the effect shown 
at the left. Remove the easvls 
from the cut-out men’s fig- 
ures and mount the figures 
on cardboard. Put the giant 
reproduction of the national 
advertisement in the back- 
ground center 








“Enclosed please find our requisition for 
advertising matter to supplement the com- [owt siakdnsegldiee 
paign work already started. I want you to of CORRECT ROOT 
know that I read your letter and the printed : 
plan with such interest. Am inclined to 
think it is the most helpful matter that has 
come to us during the past 38 years. Somebody 
evidently has put a lot of time and brainwork 
into the matter, and I am sure the whole in- 
dustry will profit thereby.” 


* + 


yg HE above is quoted from a letter writ- 











ten to N. S. R. A. Advertising Head- 

quarters by Thomas S. Childs, well 
known retail shoe merchant of Holyoke, Mass. 
It sums up in brief the opinion of many hun- 
dreds of shoe merchants in all parts of the 
United States who this week have tied up their 
newspaper advertising and window displays 
with the national campaign to increase the 
sales of men’s shoes, begun in the September 
issue of Vanity Fair and the Sept. 22 issue 
of ‘the Saturday Evening Post. 

George W. Ludebuehl of Pittsburgh writes: 
“Your bulletin has just been received and I 
do not: believe anyone could have a word of 
criticism on it. It surely is most complete | 
and shows much thought and effort. I be- | Reach ; ipa ee 
lieve if we retailers do our part our campaign ‘— fe BES! 


will prove a real success.” 
“Campaign bulletin a complete coverage of the plan,” must produce, if only the retailers who are subscribers 


wires Seaton Alexander of Wheeling, W. Va. “We shall to this campaign will properly tie up with it.” 

follow it to the letter. First advertisement, in our “Wish to compliment you on the opening bulletin of 

judgment, a perfect start.” the campaign. I believe you are doing a great deal of 
No less enthusiastic is Cal J. Mensch, managing di- good. I am also sending an order for material which 

rector of the Middie Atlantic Shoe Retailers’ Associa- I would like to have shipped at once.” This from H. J. 

tion. “It is of exceptionally high grade,” he writes, “and Rich of Washington, D. C. 
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Flash Window Displays in Co-Opera- 


paign — Tremendous Demand for 


Reported at Headquarters 


H. C. MacLaughlin of the Potter Shoe Co., Cincinnati, 
feels that it is a “splendid piece of work.” “It cannot 
but help make men conscious of their footwear,” he 
adds. ‘“—will mean more and better business for the 
shoe merchant.” 


<JyETROIT, represented by S. J. Jay of R. H. Fyfe & 
Co., guaranteed in a letter written Sept. 12 that 
special advertising and special window trims would be 
used as soon as the 
campaign started. 
A. C. Bohlen, di- 
rector of display for 
the firm of Frank 
Werner Co., San 
Francisco, wrote in 
for a complete set of 
window trim mate- 
rial; then plunged 
and ordered another 
shipment sent rush. 











An old dresser, disguised 
with drapery, is the nu- 
cleus of the display to the 
right. Paste cut-out fig- 
ures against the mirror. 
Put the N. S. R. A. adver- 
tising emblem on top of 
the mirror and repeat it 
on the drape at the front 
of the dresser top 
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For merchant readers who have not yet evolved what 
they consider satisfactory window trims, the BooT AND 
SHOE RECORDER presents on these pages a few ideas 
which may be helpful—all involving the use of window 
trim material furnished by National Advertising Head- 
quarters. 


HE trim in the upper left hand corner is a suggested 

unit trim showing sport, dress and business shoes— 
tied up with the gigantic reproduction of the opening 
advertisement in the national campaign. Cut-out figures 
of the men shown in the advertisement have been taken 
from their easels and mounted on rectangular sheets of 
cardboard to form individual backgrounds for each shoe 
in the trim. 

Next comes a much more elaborate trim idea in which 
the window has been fitted with specially built steps 
to stimulate those in the advertisement. On each step 
is a shoe which goes with the type of costume pictured 
on the cut-out figures behind the shoe. 

In the lower right hand corner it is presupposed that 
the merchant has but one window and is under the 
necessity, therefore, of showing both men’s and women’s 
shoes—possibly, also, children’s. A dresser with a mir- 
ror against which have been mounted the cut-out fig- 
ures can be made a centerpiece on and around which 
are grouped the men’s shoes which it is desired to show. 
To the left and right of this center unit can be grouped 
shoes for women or children, or for both. 

[TURN TO PAGE 68, PLEASE | 
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Bruce Barton once said- 


lack 


your 


‘Bo ols’ 


A Sermon Which Hints of Profits in Teach- 


Illustration reproduced by courtesy of Hickey-Freeman Co. 


can change his environment: have you ever 

stopped to think how tremendously the en- 
vironment can change the man? 

“Hypnotize a man: dirty his face and hands and 


e A OU have read a great deal about how a man 


dress him in ragged clothes. What happens? In- 
stinctively he slouches; his actions become furtive, 
slovenly. His soul takes on the color of his hands. 

“Dress him in a soldier’s uniform, and with no other 
suggestion his shoulders straighten. Dress him like 
a gentleman, and his every movement betrays an in- 
creased self-respect. If you want to lift yourself out of 
the mud—Black your boots.” 

Mr. Barton wrote that some years ago. Boots are 
important. But not so important as they were in the 


days when they had straps, that men could pull them- ~ 


selves up by. Bootstraps are out. And men with 
their heads up are looking other men in the eyes— 
not in the bootlaces. 

So it’s pretty certain that if Bruce Barton were 
bringing that common-sense editorial up to date he 
would revise it to read: 

“If you want a man to feel as well as he looks, and 
look as well as he feels, get him into a starched col- 
lar.” 

Not for the sake of the starch trust, nor the laun- 
dries, nor the worthy collar factories in Troy, but for 
the man’s own sake. For his earning power (as Mr. 
Barton suggested) depends on his state of mind. And 
his collar definitely affects his state of mind. 


ing Men to Grade Up in Appearance 


By PAUL A. HOLLISTER 
of Barton, Durstine & Osborn 


How? Listen to the instructions of the sales man- 
ager of the livest, most experienced and most expert 
sales staff in America—his instructions to his men: 

“There is an old saying that clothes make the man. 
While I have never subscribed to that completely, I 
am positive that no man can succeed as a salesman 
today who is not careful of his personal appearance. 


“6 IS dress must be plain and unobtrusive, care- 

fully brushed, well made and properly pressed. 
His collar must always be clean and his tie should never 
be frayed. Without attempting to dictate, it is worth 
remarking that a man not only makes a better impres- 
sion in the right style of starched collar ,but feels more 
definitely self-respecting. He probably makes the bet- 
ter impression not only because he looks physically 
neater, but because he knows he looks so. 

“His boots should be kept shining, his heels should 
never be allowed to turn over. The face should al- 
ways be cleanly shaved, the hair properly trimmed 
and the teeth kept in good order. The first impression 
a man makes usually decides the interview.” 

And he adds: 

“Salesmanship today is a matter of creating con- 
fidence and respect. First of all, in the salesman who 
brings the message of the goods or services that are 
being presented. Pg 

Of course, this sort of counsel, sensible as it is, 
needn’t make every salesman rush out and sink a for- 
tune in fancy finery. Take the collar again— 
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A lot of fellows (influenced by the war, and by col- 
lege styles) get away with sloppiness under the guise 
of fancied “comfort.” Comfort is the alibi of lazi- 
ness. A man’s clothes should look comfortable; his 
good-dress should be accomplished without apparent 
effort. But the chap who belittles the importance of 
the looks of his collar has never realized how big a 
little mudsplash can loom on the point of that collar! 

Some smart writer once said: “A collar is like the 
piano in an orchestra; if it’s right, you can’t hear it; 
if it’s wrong, you can’t hear anything else.” A collar 
that wrinkles or gaps, a collar whose points go astray, 
or a collar that is comfortable even after it has frayed, 
will completely and instantly wreck the looks of a man 


“Luckr , 


YOUNG friend of mine thinks that a man may 
a win success through good fortune, chance, ac- 
cident, or plain, bone-headed luck. 

Not so, dear lad. Almost the fingers of one hand 
would serve to number the instances wherein luck 
brought great fortune. Seldom, if ever, has it mili- 
tated in business. Gamblers may have a run of luck 
for a time, but eventually they play it all back into 
the game. Stock market speculators lose out in the 
end. 

Gold mines have been discovered through a freak 
of chance but the finders seldom are keepers. The 
gold is brought out by men who know mining. The 
tenderfoot who stumps his toe and falls into a bonanza 
usually sells out for a song. 

Some folks call him “Lucky Lindy,” but the Eagle 
reserves no such slander. He has had to jump twice 
or three times in a parachute. Nothing vepy lucky 
about that. His flight over the ocean was called lucky, 
but it should be named common sense. He studied 
over it a long time before he took off and then went 
through with it because he was prepared in every 
way to meet whatever came. Since then he has made 
some more remarkable flights. Have you read that 
he “almost got there?” No, he always lands at his 
destination on time. If luck were a factor in flying 
why so many deaths? Surely some of our missing 
flyers might have shared slightly in Lindy’s luck. 

You may have heard of some shoe man’s “lucky buys.” 
He plunged on some style and won out handsomely. 
How about the shoes that failed to sell? Was that bad 
luck? The buyer hit it 
right because he saw into 
the future and had the 
ability to forecast trend 
of human mind. He held 
no rabbit foot in his fin- 
gers when he placed his 
order. He used his head, 
and good judgment, with 
good salesmanship carried 
him through. 

If you want a good 
laugh ask some successful 
man if luck has helped 


By RICHARD I 
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in a $90 suit, a $10 hat, a $4 scarf and a $15 pale « of 
shoes. 

Somehow, a starched collar never wrecks a man’s 
looks. And a starched collar (in the right style for 
his face) has put a higher value on many a man’s suit 
and hat and tie and shirt. 

A man’s collar is the key to his style, as other men 
appraise him. 

Put a high-school lad into a West Point uniform. 
and watch his shoulders snap back, his chin and stom- 
ach retreat and his head sit up. No one had to tell 
him to snap into it—the clothes did it. He feels the 
part. 

[TURN TO PAGE 69, PLEASE | 


No Such A. nimal 


. PRATHER 


John Wanamaker never had any luck. He had a lot 
of endurance and hardheadedness and pluck and fore- 
sight. Marshall Field knew no luck. Neither did any 
of the big boys whose names stand out all over the 
mercantile map. 

It is not luck that puts together an organization that 
functions like a smooth-running machine. It is execu- 
tive ability. 

It is not luck that makes a traveling sulesman a top- 
notcher. It is work. 

Once it was said by an envious competitor of a big 
shoe man: “So and So is lucky. He is all covered with 
horse shoes. Every deal he makes turns out right— 
the lucky, lucky stiff.” 


T happens that the writer knows So-and-So very 


well. His career for more than 20 years is an open 
book. He was born poor and went to work at a very 
tender age. He scarcely saw the inside of a school 
room. He hopped bells in a hotel. He tended lunch 
counters. He sold papers. He did lots of things to 
make his way. But all the time he worked like a fiend. 
When he made his first trip on the road he ran spang 
into a case of small pox. Not much luck in that. Re- 
covering he went back at it and soon led the sales force. 
He rose rapidly to positions of trust and responsibility 
because he was the man for the job. Twenty years ago 
he said: “Some day I will own this business.” He is 
president of it today. 

A few years ago he had an accident that would have 
ended the career of many 
a man. Was that luck? 
He recovered and cam» 
back stronger than ever. 
Lucky? Don’t make m> 
laugh. 

Luck is only a silly 
name for determination, 
will power, farsighted- 
ness, courage, and a will- 
ingness to work all the 
time at the job in hand. 

Forget it, son. There is 
no such animal as luck. 
There never was and 





him much. You will get 
some funny stories. 


Four leaf clovers are passé 


there never will be. 
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Getting More Shoes Sold Right 


Idle Hours and Shoes 


NOBLE experiment is being tried in an ef- 

fort to increase man’s appreciation of foot- 
wear. The first national advertising effort has 
been tried. It will be interesting to get actual cus- 
tomer opinion thereon. 

Any campaign starting from a low point in con- 
sumption of an article is bound to show results 
from its own efforts as well as the upward momen- 
tum which comes from within-the-trade activity. 
These two factors plus the fact that an upward 
tendency in all men’s apparel is about due—some 
“evidences are very clear that it has already arrived 
in certain lines. Better designed men’s clothing 
has increased the sale of high priced garments. 
Both neckties and collars have shown increased 
salability in the men’s furnishing stores. 

Hats, however, are low—for when all hats are 
soft the second season’s wear spoils sales for the 
hat merchant, and sorry future ahead for him if 
this theory of “less hat wearing less baldheaded- 
ness” continues. A “tip-less” campaign by the hat 
man might encourage an average man to buy 
another hat in the store instead of paying for it 
once over from the blond hat-check girl. 

Shoes of sport types for men have sold more than 
ever before. The fundamental reason back of sport 
shoe sales has been the increased number of hours 
of leisure. More time for play and less for work— 
and to play right means to dress right. 

Are we on the edge of a great problem—‘“what 
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to do with hours of leisure” when nationally the 
work day is shortening? Does less hours of work 
mean more hours of foot work in walking, sports, 
etc. The man unemployed wears out more shoes 
than if in factory or store. Men want to go some- 
where, and where autos can’t go, feet must. 

Man will wear more shoes by the natural increase 
of his activities, as much as by the attention he 
pays to the six axioms of being well foot-dressed. 
Therefore, if he has the money he will buy the 
shoes. 

The great problem of idle hours is beginning to 
worry not only labor economists but far-sighted 
men of the churches. Can you imagine three great 
religious bodies separately investigating business 
from the standpoint of “what’s to be done with idle 
time.” One great religious institution puts Spen- 
cer Miller, Jr., head of the department of education 
of the American Federation of Labor to the task of 
trying to solve the problem of “the idle hour.” Will 
he completely overlook the healthy suggestion of 
walking and participating in sports to increase 
health and happiness? 

When a new raillroad device—the yard retarder 
—eliminates the labors of one hundred men where 
are the men replaced by machinery to find gainful 
employment? Machines are doing the work and 
more men are looking around for jobs. Therefore, 
when we presented some weeks ago the economic 
problem of 800,000 men leaving the farm and some 
600,000 stepping out of industry we indicated both 
the curse of civilization and its greatest blessing. 
Progress we will toward still greater economies 
by machinery with attending decrease of work- 
hours. . 

Perhaps what is one industry’s loss is another’s 
gain. Food friction as a theory in the use of more 
shoes may be all wrong. Foot style may prove 
the one outstanding solution toward more shoes 
sold, more profits for shoe men and more foot ap- 
preciation generally. 


& ¢& ¢ 
Low “Average Style” 


HERE is much theorizing about markets and 
finely spun lines of statistics are shown to 
prove that certain shoes are not worth the han- 
dling. But there is one law of selling that has 
never been disproved or rendered obsolete. People 
will buy what they want and the store that does 
not carry it will lose their trade. If people want 
plain black shoes they are going to get them—some- 
where. If old ladies want comfort shoes they will 
find them some place. 
Theorize as you may, chart all the lines of curves 
and dips in the graphs, but the fact remains that 
90 per cent of shoes are staple, black or brown kid. 





ST eT i ed 
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Stand on any street corner and count them as 
they pass. Recently one of the big shoe merchants 
of the West stood in front of his store and made 
this remark: What becomes of all the beautiful 
shoes we sell? I know that I have marketed thou- 
sands of pairs of wonderful, beautiful, colorful 
shoes here in this city. Where are they? Look at 
those feet. See the black shoes. Why, it is over- 
whelmingly and preponderantly black, plain, staple, 
every-day, common-sense, old ladies’ comfort shoes, 
and old men’s Southern ties. There goes a pair of 
snappy ties I sold, but look at the ten pairs of plain 
blacks.” 

Study the shoes on a street corner (and it doesn’t 
matter whether it is in the center of the town or 
out in the suburbs) and, the amazing thing to note 
is that the average of style is low. Many a store is 
90 per cent ginger-bread, and at that the shoes 
don’t sell. Although a woman may want to put on 
the funny ones to give herself an imaginary feel- 
ing of style when it comes to the actual buying, 
she is not far away from her former style level. 


& & 
Stealing Time 


S it the fact that the shoe store is about the only 
retail business that necessitates soft, comfort- 
able chairs that brings 
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around to understand that stealing your time 
is the same kind of a crime as stealing your 
money. Get rid of the pests. The shoeman 
is no more to blame for the shape or condi- 
tion of their feet than the preacher is to 
blame for the condition of their souls. The 
preacher and the shoeman are fooling away 
their time with a girl that is just looking 
for a petting party. She does not want shoes 
or religion. She just wants to show her silk 
hose and see how some new things look on 
her feet. All you get for $1.00 worth of 
time spent is the promise that she may call 
again.” 


This is one of the little irritations that has grown 
and grown to be an abuse at retail. It is one of 
the penalties of being in the shoe business, and 
of selling a commodity that must fit both the foot 
and the eye. A certain degree of courtesy must 
be given every person who enters a shoe store, 
whether he buys or not. Those who enter mere- 
ly for the purpose of wasting somebody else’s 
time, must, nevertheless, be given the same 
measure of courtesy. 

A skilled salesman knows instinctively whether 
the customer is going to buy or not. If he has 
a number in waiting, he is usually clever enough 
to give those with a spending inclination the first 
service. That is only good business practice. 

After receiving this 








about the attendant i 
evil of waste of store 
time? Tired women 
think nothing of sit- 
ting in a shoe store 
for an hour, without a 
thought of buying 
anything. One of the 
real reasons why so 
few sales are made 
per hour per sales- 
man’s time is due to 
the fact that there is 
entirely too much cus- 
tomer loafing in shoe 
stores. 

If a customer has 
been shown a dozen 
pair of shoes on the 
foot, and is still in 
doubt about some- 
thing, isn’t it about 
time to shoo the cus- 
tomer out of the 
store? A little mer- 
chant, J. W. Neville of 
Algona, Iowa, writes: 

“Give the shop- 
pers and lookers 





with the industry. 


* 


service. 


The Reason Why 


WASHER BROTHERS 
Fort Worth, Texas 


We would like to take this opportunity of ex- 
pressing our appreciation of the valuable informa- 
tion always obtainable in the Boot AND SHOE 
Recorper. For many years in this and other 
connections its columns have been a medium by 
which the writer could keep in closer connection 


Every good wish for its continued success. 


Yours very truly, 


WASHER BROTHERS 


A LARGE MAJORITY of the most successful 
shoe merhcants in this country are careful read- female.” 
ers of the Boot AND SHOE RECORDER. 

Mr. Harris realizes how necessary it is today 
to keep closely and accurately posted on “what's 
what” in the shoe world 

The Recorver renders him that ACCURATE tween now and 


oct G Tee. 


Tr. first note from Mr. 
Neville, we expressed 
ourselves somewhat as 
above, and back comes 
this tidy answer: 

“If a store loses a 
good customer, their 
loss is about $40. I 
agree with these fig- 
ures, for I have cus- 
tomers I would not 
lose for $40, but I 
also want to say that 
I think it is worth 
$40 to any live shoe 
store to get rid of an 
old he-grab, or a 
young, supercilious 





(Signed) W. A. Harris. 
x 


What policy should 
prevail—in the busy 
weeks at retail be- 


Christmas? 

You can’t afford to 
let the lookers waste 
President too much of your time 
but, be careful. 
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High-riding waist strap, two inches wide, with metal buckle, gore control, beige-yellow kid. A new 
theme in style 


The -Angle Age m Design 


' A New Note in Advanced Styling by Madame Hamilton-Jeffries 


picture, as is the modernistic trim. The oxford side 
line is here to stay, relying on bold, angular cut- 
outs and trims. 

For harmony complements, advanced apparel angles 
and proportions should be of the greatest importance 
to the shoe designer. The theme of metal tone com- 
binations for Spring shoe trims is a new and important 
note. 

The simplicity of dress and ensemble line, and the 
raising of the collar line, has caused the shoe to assume 
the contour of the shoes pictured. 

Sane and practical footwear for the next six or eight 
months, with a tendency toward sport lines, is predicted. 

Vamps with side inlays in oblong details of dark and 
light harmonies, pyramids and angles, will climb from 
the quarter line, to the instep, featuring the finest types 
of work for character blends. 


() victure side lines are steadily creeping into the 
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Henna brown 
suede with brown 
lustre kid tip and 
quarter. Simple 
tailored shoes 
are absolutely a 
requisite in walk- 
ing types. New 
lines are accept- 
able but must be 
simple 
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The importance of fine stitching, definite corners and 
buckles can not be stressed too much. 

It is anticipated, also, that certain light shades will 
be volume sellers, and the blending of shoes and frocks, 
rather than definitely matching, will be practiced by the 
smart woman. 


OOT measurements are gradually widening, and the 

angular trims at this time are particularly accep- 
table, because of the effect of slenderness which can be 
obtained by the proper use of angle trims. 

Monotones, properly combined, may be used for the 
same purpose. At the moment, mud tones are being used 
for themes in’ the work rooms in Paris. Also, beige, 
slate and blue colorings will again register. 

Heels are to be either walking height or extreme. 

Because of the importance given the colorful scarf for 
sports, we do not anticipate brilliant shoes, except in 
fabrics. 

The ensemble is out of the picture for spring. The 
ensemble having had the center of the stage for a few 
seasons, is about to pass on. 

Paris has said, and America is about to adopt, a 
stronger color scheme than has been shown for many 
seasons. Daring red, black, black and white, and bronzed 
green will herald the change. Bronze green is combined 
with honey tones, blue with grey, and watermelon and 
all sorts of odd color complementaries are to feature a 
colorful summer. 

Shoes will be very different, however, and will not 
match the costume. Warm, caramel shades, honey, and 
certain mud greys will be volume sellers in kid. Also, 
light shoe fabrics in champagne colorings. 


Green kid and lizard 
green-gold trim. 
The softer tones of 
green are gradually 
making a style im- 
pression on the fem- 
inine eye 


Rose velour de plume, 

silver heel and bind- 

ings. With velvets in 

dresses, the use of a 

pile fabric in shoes is 
to be expected 


Midnight blue liz- 
ard quarter, blue 
kid vamp, light 
blue trim. The 
reason for illus- 
trating the shoe 
this way is the 
new importance 
of the top of 
shoes in design 


Burgundy suede with 
wine lizard and 
melon kid trim. An 
alternate design is 
three metal _ tones, 
imitating copper, 
brass and nickel 


Metal brocade, gold and _ silver 
strap and bandings, rhinestone 
buckle. The angle theory carried 
to an interesting conclusion by 
overlays of contrast leathers 











NE of the keenest ob- 
servers of shoe-mak- 
ing and merchandising 
in America, Joseph Glaser, 
managing director of shoe 
buyers for a number of de- 
partment stores extending 


from coast to coast, has 
recently returned from an 
extensive European trip. He 
makes the statement: 

“Nothing in the world 
compares with the Amer- 
ican-made shoe. 

“When you see a smart 
pair of shoes on a well- 
dressed woman ‘in Paris—you can talk American to her. 

“Most of the foreign shoes do not fit. 

“They are not adapted to American women’s feet. 

“The patterns won’t appeal to American women and 
the lasts are not suited to American feet. 

“American women go to Europe and buy footwear and 
pay more than they would for a better article in the 
States. 

“I challenge any woman to buy as good a shoe for 
style, color, fit anywhere in the world for a price 
comparable with what she would pay in Boston, New 
York, Pittsburgh, Los Angeles or any American city.” 

This strong statement, coming from a man who has 
bought millions of pairs of shoes, is a vigorous expres- 
sion of the leadership of American shoemaking. He 
furthermore says it will take Europe years to be in a 
financial position to operate their factories on the Amer- 
ican plan. 

“There .is not a manufacturer in Europe,” he says, 
“with the exception of one, able to cover the gamut of 
sizes and widths and the lasts absolutely necessary for 
intelligent shoe store service in this country. I have 


been all over Europe and I speak from the experience of 
many years, that the three months gap between order 
and delivery of shoes makes impossible an extension of 
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This article is based on an interview with 
Joseph Glaser, a five-foot-high disciple of 
style who, from his office in the Rice Build- 
ing, Boston, directs the shoc buying activi- 
ties of such great stores as Frank & Seder of 
Pittsburgh, Detroit and Philadelphia; the 
Bailey Company of Cleveland; Emil Olcovich 
Co. of Los Angeles; Goldberg’s of Trenton, 
N. J.; and the Lipman & Wolf Company of 
Portland, Ore. A bundle of observant energy, 
usually dressed in gray, his blue eyes see op- 
portunity ahead in American footwear. 
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Nothing 


So Good as 
eA merican 


etnies 


exports, except in the cheap- 
est and most staple of shoes. 

“There is one miracle man 
in the shoe business in Eur- 
ope who opened his factory 
in a desert and who made it 
blossom like a rose. He has 
over four hundred stores in 
Europe and builds his 
shoes for the ‘woman who 
scratches.’ His shoes do not 
appeal to flappers and are 
mostly worn by the working 
class. The little family 
woman who has a daily 
money problem finds in his 
shoes a tidy foot coverage. 

“This man is one of the most remarkable men I have 
ever met. He lives and works in an intensely human 
atmosphere, watching over the welfare of his people 
and giving forty per cent of his net profits to the 
workers. This man has done much to Americanize 
Europe. Incidentally, he buys more supplies from 
America than he sends shoes from Czechoslovakia here. 


$6 HERE is one great lesson that we can learn in 
this country from him, and that is planning your 
business. I have found in America that there is too 
much-distress in merchandise. Too many shoes are made 
in error and reach the bargain table without a profit to 
industry because of carelessness in planning. There is 
more distress in merchandise made in America in one 
month than the entire volume of imports twice over. 
“In all of my departments I make it a rule to buy 
mostly regular goods, even though for sale in the base- 
ment. Less than one-third of one per cent of my buys 
can be classified as opportune merchandise coming from 
factory over-supplies. 
“Some of the happiest opportunities of my life have 
been in developing men so that they can become buyers 


“and independent.” 
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Dedicated 
to the EDUCATION of the MEN 
d WOMEN onthe FLOOR, 


Don’t Misuse Shoe 
Stretcher, It’s a Fitting 
Friend 

The advantages and disadvantages 
of a shoe stretcher in a retail shoe 
store are interestingly discussed, 
prize-problem fashion, in this sec- 
tion. Retail shoe salesmen, all good 
foot fitters, from the Atlantic to the 
Pacific Coast, took a keen interest 
in our September merchandising 
question, and were alert to send in 
their views on the shoe retailing 
helps or hindrances of the shoe 
stretcher, based on their actual ex- 
periences. We are presenting here- 
with excerpts from a few of the 
many fine opinions received. The 
first prize, for excellence of solution, 
is awarded to Frank L. Blair, sales- 
man at the store of Thomas F. 
Fleming, “Distinctive Feminine 
Footwear,” Northampton, Mass. Mr. 
Blair tells “how he does it” with the 








In the operation of a shoe store, 
a stretcher oft “eases a fit,” or 
relieves a throat that “pinches” 


shoe stretching “kit’’ which he has 
in his store. The second prize is 
awarded to Charles W. Carr, pro- 
prietor of Carr’s Quality Shop, sell- 
ing a general line of shoes, including 
men’s furnishings, at Azusa, Cal. Mr. 
Carr actually sells shoes himself on 
the floor, which qualifies him to en- 
ter this merchandising prize problem 
contest. He cites an actual case of 
an “abused” shoe from a misused 
shoe stretcher. 

AAA Shoes Can’t Be Made to Fit 
B Feet 


NORTHAMPTON, MAss.—Frank L. 
Blair said: Shoe stretchers were not 
invented to make AAA shoes fit B 
feet, any more than a tire stretcher 
could be invented which would make 
a 29 x 4.40 tire fit a 32 x 6.60 rim. 
However, feet are almost as different 
as finger prints, and it is only rea- 
sonable to assume that a shoe should 
be flexed when fitting tender feet, 
even when the correct width is avail- 
able. If the correct width is not 
available and the shoe being fitted 
cannot be sufficiently softened or 
stretched to fit comfortably, do not 
subject the shoe to any more strain; 
try a substitute style or lose the sale. 
A lost sale is more profitable to the 
store than a lost sale plus a split shoe. 


Give Shoe-Stretching “Shows” 


It has long been the practice of 
many stores to consider the stretch- 
ing of a shoe an unethical act— 
smuggling the shoe to the rear of 
the store and there, in the protect- 
ing screen of a partition, hastily 
pulling the shoe over a stretching 
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last—any last available—giving the 
handle two or three vigorous turns, 
and expecting satisfactory results. 
Such a procedure can only result in 
arousing the suspicion of the person 
being fitted and not only creating 
distrust but, through hasty stretch- 
ing, often resulting in the ruination 
of a shoe. 

Such a practice is unnecessary. 
By using a little tact a shoe can be 
stretched in the presence of the cus- 
tomer and the customer will be in- 
terested in the procedure as well 
as the mechanical works of the 
stretcher. 

Consideration should be given the 
leather in the shoe to be stretched, 
as some leathers have more resist- 
ance than others. The construction 
of the shoe should also be consid- 
ered, such as _ stitching, binding, 
lining, etc., and this can be done in 
almost an instant by experienced 
salespeople. 


Most pairs of feet vary in size. 
They are almost as different as 
finger prints 
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Uses Shoe Stretcher for 
Snug “Newness” Only 


Azusa, Cat.—Charles W. Carr 
says: The question of whether a 
shoe stretcher is of value or a detri- 
ment in a shoe store depends to a 
large extent upon the use made of 
it by those who fit shoes. 

As a shoe merchant with fourteen 
years of shoe fitting experience, I 
believe that it is a valuable tool in 
any shoe store. My policy has al- 
ways, been and my salespeople are so 
instructed, to fit customers properly 
or no sale. I have used and am using 
the shoe stretcher to loosen up the 
shoe slightly and to relieve the snug- 
fitting feeling of new shoes. I never 
put the shoe stretcher into a shoe 
until I am certain that the length 
and width of the shoes are right for 
the customer’s feet. 


The Clerk Tore the Shoes 


Only the other day a case of this 
kind came to my attention. A young 
woman customer of mine purchased 
a pair of shoes in another city, be- 
cause she thought they were “a little 
different.” She has a very short, 
wide foot, and requires a 342D. The 
shoe clerk did not have the style she 
wanted in her size and tried to fit 
her in a 3144C. Naturally, the shoes 
were too narrow, so he stretched 
them until he tore both shoes about 
half an inch at the throat. The cus- 
tomer did not notice this damage. 
The clerk tried the shoes on the cus- 
tomer’s feet, and of course they felt 
more comfortable. After reaching 
home, -however, and wearing the 
shoes a short time, the customer was 
not entirely satisfied with the shoes, 
either in the style or in the fit, and 
so brought the new shoes to me, ask- 
ing me what I thought of them. I 
examined them and told her of the 
injury that had been done to her 
shoes, as well as of the misfitting of 
her feet. One can imagine how this 
customer felt toward the clerk and 
the store. 


“How can I sell more items of 
merchandise to the prospective 
customer?” 
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This question was recently sug- 
gested by M. M. McCain, Vice- 
President and Treasurer of the 
McCain-Wright Shoe and Hosiery 
Stores of St. Louis, for discussion 
in these columns. : 

“In my opinion, one of the most 
important problems in the retail 
store today is: ‘How to Sell More 
Items of Merchandise to Each 
Prospective Customer?’” said 
Mr. McCain. “The neglect of 
salespeople to suggest items of 
merchandise, other than shoes, is 
one of the weak points in many 
stores’ salesmanship. Suggestions 
to customers offer a wonderful op- 
portunity. to a store to increase. its 
sales volume, as well as to increase 
the earning power of the sales- 
people. 

“It merely takes a few minutes 
longer on each sale to make sug- 
gestions of shoe cleaners, hosiery, 
house slippers, rubber footwear, 
foot appliances or an extra pair 
for wear on other occasions, be- 
side the pair that the customer is 
purchasing. 

“Furthermore, the salesman is 
rendering a real service to the 
customer in making suggestions, 
as there are many small items of 
which the customer is in need, or 
will need, when it is not conven- 
ient to come to the store to pur- 
chase this item when the actual 
need arises.” 
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The September Prize Problem Will 
Bring $15 to Retail Shoe Salespeople 


How Would You Sell More Items of Merchandise to 
Each Prospective Customer? 
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McCAIN OFFERS MORE “BEST 
SOLUTION” PRIZES 

So important does Mr. McCain 
consider this subject that he is 
instructing the head salesman in 
all of the ten McCain-Wright 
stores to send a letter to the 
Recorder, answering its prize 
problem on this subject, and in 
addition, Mr. McCain announces 
that the McCain-Wright organi- 
zation is also offering a prize in 
the same amount as the order 
is offering, on behalf of its ten 
stores to the salesmen in each 
one of these ten stores who make 
the best answers to the Record- 
er’s September’ merchandising 
problem. 

“This is a feature of our own 
business that I am particularly 
anxious to develop to a higher 
degree of efficiency,” writes Mr. 
McCain. 

TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 

Only men and women actually 
engaged in selling shoes at retail 
are eligible to enter this contest. 
Winners will be announced in 
these columns October 27. 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 80 Federal 
Street, Boston, Mass.. SO THAT 
IT WILL BE RECFIVED NOT 
LATE THAN OCTOBER 16. 








For “Between-Sizes” Ftting 


NEw ORLEANS, LA.—W. B. Nourse, 
salesman at the shoe department of 
Porter Clothing Co., says: If I were 
manager of a retail shoe store, I 
would certainly have a definite place 
for the stretcher, as I believe that it 
would save complaints, retain good 
will, and actually save money for the 
store. To cite an instance: Mr. X 
bought a pair of shoes in my de- 
partment. After he wore them a day 
or so he found that they were a bit 
uncomfortable and brought them 
back for an adjustment. It was 
found that Mr. X’s feet had a ten- 
dency to spread, due to a wear meta- 
tarsal arch. He was assured that 
this could be remedied to his entire 
satisfaction. The lining of the shoe 
was moistened and the stretcher ap- 
plied for 24 hours. Mr. X came in 
a week later, declared that the shoes 


were perfectly comfortable, and 
bought an other pair of the same 
size, with instructions to stretch 
similarly. 


One leak can sink a ship. 


re 














Concentration on shoe selling is 
essential. There is no time for 
star gazing 
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How to Prevent Shoe 


Stretching Breaks 


NEW LONDON, CONN.—Samuel 
Landau, manager and salesman at 
the John Irving Shoes. says: As a 
manager who is held strictly respon- 
sible financially for every pair of 
shoes damaged by a stretcher, I’ve 
made it my business to see that the 
stretcher is used properly. We do 
not use a stretcher to force a sale— 
to make a size 7 serve the purpose 
of an 8, or to make a C feel like an 
E. I insist that shoe stretchers be 
used only when warranted, most 
cases being those of a slight differ- 
ence in the size of the feet; or where 
there is a pronounced sensitiveness 
in a certain part of the customer’s 
foot, where a different size will not 
remedy the condition. An “extra” 
is not allowed to stretch shoes, and 
regular men must show me the shoes 
they stretch. My salesmen have 
been thoroughly taught when and 
how to use a stretcher, and I see to 
it that they use them only when nec- 
essary. An employer has no losses 
if he holds his men responsible for 
stretching breaks. 


No Two Feet Are Alike 


LEXINGTON, Ky.—R. L. Boulware, 
salesman at Hammel’s, says: There 
are no two feet alike. Through 
abuse, misfitted shoes, or from any 
number of other causes, feet have be- 
come out of proportion as to stand- 
ard sizes and as to each other. Blu- 
cher styles very often need a little 
stretching to relieve pinching at the 
throat. Bals and pumps are often 
more comfortable after a. little 
stretching. I don’t believe in whole- 
sale stretching, but in the intelligent 
use of the shoe stretcher, which 
makes for the selling of more pairs 
and greater foot comfort to the cus- 
tomer. 


Use Judgment in Stretching 


PorT Huron, MicH.—N. P. John- 
son, of Johnson’s Shoes, says: In 
my experience of many years in the 
retail shoe business, a shoe stretcher 
is an absolute necessity in a shoe 
store. Judgment, however, should 
be used in stretching. Shoe stretch- 
ers must be used by experienced 
help, and only as a last resort. 


For the Psychological Effect 


LARNED, KAN.—J. R. Oliver, man- 
ager of the Lischesky Dry Goods 
Co., says: Shoe stretchers constitute 
a necessary part of the equipment 
used in our shoe department, but we 
are very conservative in the use of 
them. 
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How To Gain Customers 


SAN ANTONIO, TEX.—George H. 
Tucker, salesman at Joske Bros.’ 
shoe department, says that stretch- 
ers are almost as essential in a shoe 
department as are sewing machines 
in a clothing department. “I have 
been in the shoe business about 16 
years,” says Mr. Tucker, “and have 
worked in stores where very large 
stocks were carried, and yet it 
was always necessary to use shoe 
stretchers.” 


aa 
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DON’T SELL PRICE—Sell 
Shoes 


Stretching Experience Necessary 


BosTtoN—A. E. Deacks, retail shoe 
salesman, with 25 years’ experience 
to his credit, says: The stretcher is 
a big help in selling and fitting 
shoes, if used by an experienced 
salesman and fitter—one who knows 
leathers and their stretching abili- 
ties. I have yet to see the store 
that does’ not use a stretcher. 

NEWPORT NEws, Va.—C.  D. 
Creech, shoe salesman at the Broad- 
way Shoe Store, says: I do not see 
how any good shoe store can very 
well get along without stretchers of 
several sizes. 





Good Salesman More 
Important Than 
Location 


CINCINNATI, OHIO—“I had 
rather have a good salesman 
than a good location,” said Will 
Jacobson, proprietor of the 
shoe department in the Capitol 
Clothes Shop here. “A good 
man is worth the high price 
paid him in all kinds of ways. 
When I make a crazy buy, the 
boys sell them. During the 
sudden rushes, they are always 
on the job; they see that a cus- 
tomer buys all the shoes he 
needs. My boys never leave 
me except to start in for them- 
selves.” 
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For the Survival of “the 
Fit” 

BRUNSWICK, ME.—E.. M. Hall, 
Hall’s Shoe Store, says: Shoe 
stretchers, used intelligently, should 
be an asset in any store. If mis- 
used, they should be at once dis- 
carded. For those high-grade stores 
which are catering to the AAA and 
the EEE business, and who pride 
themselves on “the survival of the 
fit,” I believe that the shoe stretcher 
has little use. 

BooNE, IowA—Roland Erickson, 
salesman at the Schultz Shoe Store, 
says: A little stretching, judiciously 
done here and there, saves the cus- 
tomer from the _ discomfort of 
“breaking them in.” 


For Greater Comfort 

Hupson, Mass.—L. B. Kimball, of 
Kimball’s Shoe Stores, says: I do 
not believe in stretching any shoe too 
much, as it must necessarily weaken 
the leather and I do not believe in 
depending upon stretching. Would 
rather have plenty of sizes and 
widths, but when one foot is a little 
larger than the other, or in the case 
of deformities, the stretcher can 
make the shoes much more comfort- 
able to the wearer. 


Everything in Moderation 


BATON RouGE, La.—Alice W. 
Jones, with Reymond’s, says: We 
use shoe stretchers in our store only 
to fit and make as comfortable as 
possible deformed feet with slight 
differences in size or slight deformi- 
ties. Everything, in moderation. 


Price Only a Number 


BosTOoON—“Price is what the buyer 
pays for the privilege you are sell- 
ing him of wearing the shoes you 
have in your store,” recently said J. 
S. Taylor, for 191% years instructor 
of salesmanship in university exten- 
sion courses of the Y. M. C. A., Min- 
neapolis, lecturer before many busi- 
ness men’s organizations and now 
representing the Kelvinator Co. in 
this section, at a recent meeting of 
the Boston Retail Shoe Salesmen’s 
Association. “Service is the big 
word in business today,” he said. 
“Salesmanship rests on the two legs 
of confidence. We are all dependent 
upon one another. The three ele- 
ments that make the successful 
salesman are (1) knowledge, (2) in- 
dustry, (3) vision. Personality— 
that radiating atmosphere of the 
thorough salesman—is important. 
Do not be afraid of your customer. 
Have enthusiasm for your work. 
Remember that price is only a num- 
ber. 
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LUXUTUES come FLIGH 






















$28 to $55 a pair 


HEN is a shoe not a shoe, or more properly when 

is it more tha na shoe? A little light on this 

big question was shed recently by our own 
John Slater, dean of New York shoe merchants and 
past president of the National Shoe Retailers Associa- 
tion. Mr. Slater, in an informal address at the New 
York State Shoe Retailers Association’s convention in 
Syracuse last week, brought up this subject and 
answered it by word and illustration, the latter in the 
form of actual shoes, taken at random from his own 
custom shop. 

The point, of Mr. Slater’s address was that when a 
woman demands a shoe that obviously is a luxury, a 
shoe that is made of extraordinary materials and con- 
tains within it the highest art of the shoe making craft, 
in other words, the finest shoe that can be produced, 
she should be asked to pay for it, and pay well. 

“Don’t be afraid to charge high prices,” he said, “for 
merchandise that is extraordinary. And don’t be 
afraid to show such merchandise. There are, in almost 
every community, women who want something different, 
something extremely beautiful and the best that can 
be had. Give it to them, and charge them accordingly.” 


Here are nine exquisite samples of the shoe- 
maker’s art from the custom shop of J. & J. 
Slater. The mules, one of suede and one of bro- 
cade sell at $18 a pair. The slippers, of such ex- 
otic materials as hand-painted velvets, delicately 
tinted lizard skins, rich brocades, etc., sell from 
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“Tf Women Want the Finest 
Footwear that Can Be Pro- 
duced, Give it to Them, Says 
John Slater, “but Charge 
Accordingly” 


The shoes that Mr. Slater showed 
were, as those who examined them 
said, real works of art. He ex- 
plained that a hand shoe maker 
might be able to put the bottoms on 
as many as three pairs of these shoes 
in two working days. The cost of 
bottoming these shoes alone runs as 
high as $15 a pair. This in conjunc- 
tion with the fact that they are made 
of the choicest of materials, either 
in the leather or fabric world, brings 
within comprehension some of the 
prices he quoted, which ranged from 
$28 to $55 a pair for the slippers. 
He exhibited two models in mules, 
which sell for $18 a pair. 

He pointed out that many mer- 
chants, who cater to the highest class 
trade in their towns are a bit lack- 
ing in courage when it comes to 
showing these extreme luxuries. 
They are afraid that women will not pay the prices 
justified by such merchandise. This, Mr. Slater assert- 
ed, is unfounded in fact. There are not many women to 
whom price is no object, but the few who do disregard 
price entirely are willing to go the limit, he said. He 
has proved this in his own store by showing and selling 
the kind of merchandise pictured above. 


Hot on the Trail 
of the Men’s Trade 


[CONTINUED FROM PAGE 57] 


Lester H. Gibson, chairman of the Ways and Means 
Committee of the National Advertising Fund, reports 
that so keen has been the desire on the part of retail 
merchants to cooperate, that the supply of dealer help 
material provided in advance has proved inadequate and 
that additional material has had to be ordered in a 
rush. This lack, however, has now been remedied and 
merchants can expect to get their material promptly, 
‘even if they have delayed ordering until now: 
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“Black your Boots Z 


[CONTINUED FROM PAGE 59] 


Put starch in a man’s collar and you put uncon- 
scious starch in his soul. Nobody knows why. No- 
body denies it. 

Take a man out of a starched collar and tell him to 
go on in business in a sports collar. Not only does 
there come a faint attitude of uncertainty among his 
associates, his prospects and his customers, but he 
finds himself letting down in other little details of his 
appearance. Disregard the fact that in a sports-type 
collar he is inappropriately dressed for business— 
and realizes that the serious phase of the matter is 
that, subconsciously, that man is tunneling under his 
own morale. 

The Britisher is a strange chap to many of us. Yet 
he has sense. It is said that in the farthest posts of 
the British empire resident agents, living in -tropical 
cabins, working all day among ill-clad natives, come 
in at nightfall and get into starch and dinner coats 
for their solitary evening meal, as though they were 
back in London. Why? Not to impress the native 
cook, certainly. Not to admire themselves in pier- 
glasses, for tropical cabins have few lofty mirrors. 
Not to pretend, but to keep up the old morale—to re- 
lax in body and in mind, to feel normal and content 
even half-way round the earth from home, but never 
to relax an inch in the habit of dress that so subtly 
insures their sense of self-respect. 


agp three great magazines of buSiness in- 
terviewed the foremost executives in America— 
a hundred men at the top of their successful companies. 
“What sort of collars do you advise your staff to 


wear?” was one of the questions asked. The answers 
varied greatly in expression, for these men are strong 
individualists. But in substance, here is a true com- 
posite of the answers, with hardly an exception: 


“CE don’t care what our people wear so long as 
they are neat. Neatness we insist upon, and 
cleanliness. Personally, I prefer and always wear, a 
starched collar, except, of course, for sport. I do 
not inflict my preference on my company. I have 
observed that most of the responsible people with us 
share my preference. It is impertinent to lay down 
rules; a man who needs rules to make him dress clean- 
iv needs more than dress to make him work right.” 
One man wrote, “I am not convinced that putting a 
starched collar on a man’s neck necessarily puts any 
starch into him above the collar line. I happen to 
wear starch because it’s frankly more comfortable to 
me.” 

“Neatness.” Neatness everywhere. Neatness as 
proof of cleanliness. A neat man is apt to do a neat 
job; a clean man is the man to do business with. That 
is the line of reasoning that American business fol- 
lows today. Neatness is the first requirement after 
honesty. The man who denies himself neatness de- 
liberately defies the trend of the times, and invites 
persistent criticism. He will actually hear little of it 
—but it will be thought of him and talked behind him 
and steadily it will gnaw at his progress. 

“Black your boots—watch your collar—starch your 
morale.” It involves so little investment—and the re- 
ward is great. 


A ‘Rosy Future—cF/ 


[CONTINUED FROM PAGE 55| 


their several problems. Small businesses naturally can- 
not afford to maintain their own research: departments 
on the scale necessary and must depend on the Govern- 
ment for fact-finding service and cooperation. 

Recent studies by the Commerce Department have 
shown that the profits of many wholesalers and retail 
merchants alike are being dissipated through the han- 
dling of unprofitable items, soliciting unprofitable cus- 
tomers, striving for volume without regard to costs 
and the use of uneconomic credit practices. 

A study recently issued on the subject of analyzing 
retail selling costs revealed that certain commodities 


cost nearly three times as much to sell as others. An- 
other study into retail profits through stock control 
shows how one progressive merchant was able to solve 
many of his problems by means of a simple method of 
record keeping through which he was enabled to pick 
out and discard those items for which there was little 
or no demand. Idle merchandise, it is pointed out, with 
its accumulating burden of costs for storage, interest, 
insurance, taxes, shrinkage, depreciation and obso- 
lescence can make it difficult and frequently impossible 
for a merchant to remain in business unless the accu- 
mulated burden is passed along. 
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DOUBLE 


YOUR BUSINESS 
with the 200% 


OUR customers want style. 

The Arch Preserver Shoe 
gives them style in plenty, plus 
comfort. They want comfort; it 
gives them comfort with style 
added. Noother shoe so squarely 
covers these two great groups— 
the style conscious and the foot 
conscious. In both markets, this 
shoe is the outstanding leader. 


No one expects Arch Preserver 
comfort in any other shoe! The 
arch bridge, the flat, crosswise 
inner sole and the metatarsal 
arch support are exclusive, in- 
built, patented. 


This two-market coverage by 
the Arch Preserver Shoe ex- 
plains the larger volume, faster 
turnover, lower sales costs, the 
greater profits which Arch Pre- 
server shoe dealers everywhere 
enjoy. 


October is the time to stock and 
display the Arch Preserver Shoes 
featured in full page advertise- 
ments in October issues of The 
Saturday Evening Post and Vanity 
Fair. Styles illustrated are Nos. 
227, 318, 155, 307 and 465. These 
advertisements will be read by 
more than 3,000,000 men. Profit 
by our advertising investment in 
your city—advertise locally. 


| 
| 
[ 


E. T. WRIGHT & CO. 


INCORPORATED 
ROCKLAND, MASS. 





“KEEPS THE FOOT WE 


THE 


ARC GR YER 


I ng Ne » Z7TYLaeD BT WRIGHT ~ 


calf. 


2 
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You’ve always wanted a 
“Saturday Seller”. .here it is! 


A lower priced shoe of royal lineage 
... with a market of its own . . . prod- 
uct of the same craftsmanship as the 
famed Arch Preserver Shoe! 


Nast WRIGHT 


- SHOE — 


Stock No. 117. Black 
Holland Grain Oxford, 
extra heavy single sole. 
Leather heel. Size A, 
7%-11, B, 6%-11, C and 
D, 6-11. 


Price $6.25 


in stock with 
15 other shoes 


[ sors MARK THE MAN 


All the show window value in the world. Appearance— 
sells on sight. Fit, price, everything! Even the $12 
look, but sells for less. A shoe that brings repeat busi- 
ness, steady volume, fast turnover. The patterns are 
beautifully balanced, appealing to the youthful in years 
or attitude. Quality beyond anything you’ve seen at or 
near its cost. 


E.T.WRIGHT & CO., INC., Rockland, Mass. 








All Patent Leather 
Patent—Black Suede 
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No. 3258 
Patent Leather 
Black Satin 
Black Velvet 


Sure, they’re “Chicken Shoes” 


—styled and 


high speed market. 


built for this very 
For $2.85 


net you get values that bring up 
to $5.00 easily—French corded 


—cleanly made—fast 
All shoes in stock. 


footwear. 


action 


Write or wire your order now. 


No. 3240 


rter 


Qua 
Patent—Black Bro- 
caded, Satin Quarter 


Au shoes in Spike 
and Cuban Heels 
—C Wide. Many 
other novelties con- 
stantly in stock. 


No. 3280 
All Patent Leather 

Black Satin 
Java Brown Kid 


sec 


00 
=, 


Ye 


No. 4024 
Stocked Seventeen Ways— 


All Patent—Kaffor Kid 

Black Satin—White Satin 

Mid-Blue Kid—Java 
Kid 


Black Suede—Brown Suede 


Mid-Blue Velvet—Java Brown 


Velvet—Black Velvet 


Pat. Vamp—Broc. Satin Qtr. 


Brown 


Black Satin Vp.- 


Satin Qtr. 


Volume buyers 
attention! In 36 
pair case lots, 
92.85—less 5%. 


No initial order 
accepted for less 
than 12 pairs of a 
style. 


Brocaded 


Mid-BlueKidVp.,BlueSuedeQtr. 


Burg. Kid Vp., Burg. Suede Qtr. 
M-Blue Kid Vp.—M-Blue Broc. 


Satin Qtr 


Satin Qtr. 


Burg. Kid Vp.—Burg. Broc. 
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No. 3286 
All Patent Leather 
All Kaffor Kid 
Patent Vamp, Black 
Suede Quarter 
Patent Vamp, Kaffor 
Kid Quarter 
Brown Kid Vamp, 
Brown Suede Qtr. 


No. 5070 
All Patent Leather 
Black Velvet 
Mid-night Blue 
Velvet 
Java Brown Velvet 
Burgundy Velvet 
Bottle Green Velvet 


Aronson Bros. Shoe Co., Jnc., 213 Essex St., Boston, Mass. 
SS 1 aE LPN REAR LEON eS RNR pee 











The Boston Directory for 1928 
Just Issued 


It contains 3,766 classifications. Are you 
properly registered where the prospective cus- 
tomer will find you, or is your competitor 
there and getting the orders? 


aA Consult the Publishers 


SAMPSON & MURDOCK COMPANY 
377 Broadway Boston, Mass. 


fl 


LOD 





New York 


is not an expensive city when its visitors sensibly 
select the Martinique as their hotel. 


$2.50 Per Day 


and all service as well as restaurant prices are con- 
sistent with Martinique economy. i 


Comfort and Convenience 


Visit the Martinique on your next New York trip— 
learn how to live right at the right price and enjoy 
“the best without extravagance.” 


The rates start at 


For genuine 


A. E. SINGLETON, Mgr. 


Hotel MARTINIQUE [ 00 rooms | 


Affiliated with Hotel McAipin 
BROADWA Y—32nd to 33rd STS., NEW YORK CITY 








SO 


—109 
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Announcing 


The Swamp 


“THE LATEST” ‘\ 
A Real genuine Snappy Alligator Calf with 
guaranteed “Osteo-path-ik” comfort. 


Deliveries Four Weeks. 
7972 Brown. 7912 Black 
Price $4.85 ia 
2% Thirty days. 


ALLEN-SPIEGEL SHOE MFG. CO. 


Belgium, Wis. 
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THE MATRIX SHOE 
NEEDS NO 


BREAKING 


No. 104 Black storm ela iy ) 
grain blucher on the ; gg i 
Matrix No. 10 last 


with Duxbak sole. 
To order only $7.15 








For, in addition to the famous Matrix 
patent Insole—moulded like your foot- 
print in the sand, we have now further 
improved it with an Out-sole of DUXBAK 
BELTING LEATHER. flexible and tough 
as the finest belt. 


DUXBAK SOLES are cut entirely out of 
selected bends from heavy steers. Flex- 
ible and comfortable from the first step- 


waterproof as a duck’s back. 


Matrix Insoles in these handsome Shoes 
for Men, amaze every wearer and sell 
them solidly. A business-like shoe—with 
a business-like price—Ten Dollars. 


| SHOES | ARK THE ‘MAN | 
<> Pasa. ey ~ 


5 
bw 


he MATRIX Shoe 


DUXBAK SOLES FOR MEN 


TRADE MARK 








Double the Wear Made Under Authority and Supervision of E. P. Reed & Co. 
in Every Pair of Rochester, N. Y., Makers of the Matrix Shoe for Women, 


by ALDEN, WALKER & WILDE, Inc. 
East Weymouth, Mass. 





o 
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SCOTCH GRAINS 


MARTIN’S IMPORTED LEATHER 


IN STOCK ON THE 
YORKWOOD LAST 


No. 89—Tan, AB, 7/11; CD, 6/11... . $6.65 
No. 90—Black, AB, 7/11; CD, 6/11... . $6.65 


Heywoop Boot & SHOE Co. 


NEW YORK - 475 FIFTH Ave. MANUFACTURERS OF MENS Fine SHOES 
er oe x ¥ WORCESTER, Mass.VSA. 

















THESE SMART STYLES 
WILL HELP DO IT 


DOLORES 
LOLA Patent Leather Step-in 
Blue Kid Vamp, Black Satin 
Ooze Quarter. Black Kaffor Kid 
Burgundy Kid Vamp, Spike oo 
Ooze Quarter. po 
Bottle Green Kid Vamp, , $3.50 
Ooze Quarter. 
« Patent Oxford Black = 7 
Lizard A D’Orsay Pattern Pumps. 
All Biack Ooze — All 
Brown Ooze 
Spike—A-C 
$4.35 


MERCHANTS SHOE CO. 


No initial orders for : 
less than 12 pairs. 57 Lincoln St. Boston 
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No. 3286 — “Carolyn” Model. In 
Brown Velvet or Black Velvet. Gore 
beneath the fancy ornament. 


HE basis of good relations 

with your trade is the giv- 
ing of real values. We try to 
help our wholesalers increase the 
measure of their good will by giv- 
ing them the best of values in both 
merchandise and service. 


DINGLEY-FOSS SHOE COMPANY 


Manufacturers to the Wholesale Trade 


AUBURN, MAINE 


BOSTON SALESMEN’S OFFICES, 54 LINCOLN STREET 
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The trade mark 
is registered in the 
U. S. Pat. Office as 


the property of the 
GOLO SLIPPER COMPANY. 





(7 REG US PAT OFFICE 





The use of the name 
DEAUVILLE SANDALS 
or any conflicting there- 
with, on footwear other 
thanthat of the 
GOLO SLIPPER 
COMPANY _ is 
a violation of 


our rights. 


It is our pur- 
pose to pro- 
tect these 
rights to the 
fullestextent 
There is only one line of of the law. 


genuine ® 
Deaumitt, Sandabe, 


and the genuine always 
bears our stamp. 


Insist always on the 
original and genuine 


GOLO SLIPPER COMPANY 


129 DUANE ST. NEW YORK 


Branch Sales Office: 1634-5 Republic Bldg., Chicago, IIl. 





ZB 
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IN-STOCK 
IMMEDIATE 


DELIVERY 
HIGH GRADE TURNS 





No. 1304—Patent Leather Cross 
Strap, Gun Metal trim. 19/8 
Spanish Heel, A to C...... $4.60 
No. 1305—Same +» 5 15/8 Baby 
| aa Heel, x, eseves $4.60 
No. 1306—Sa 


S a Suede, 
Brown Kid trim. 19/8 Spanish 
Be. B80 C.cccccccccesene $4.85 


No. #307—Same with M dd Baby 
penne. Heel, A to D..... $4.85 
No. 1311—Black Suede trimmed 
with +e Metal. 19/8 Spanish 
Heel, A Wo cececesceness $1.85 
No, 13! i2"Same with 15/8 ee! 
Spanish Heel, A to D...... 





No. 1298—Black Suede one 

Black Lizard trim. 4s. cuba 
Heel, A to D..cccccccccecs $4.85 
No. 1299—Same as above in 
Brown Suede, Brown Kid trim 


No. 1300 — Brown Kid, Liza 
trim. 15/8 Baby Spanish Heol, 
to D $4.75 


A 

No. 130i—Brown Suede, Brown 
Kid Trim. 19/8 Spanish Heel, 
A ©. x:  cnlbaeananiseabensbeed $4.85 
No. 1302 — Black Suede, Light 
Dfeard rim. 19/8 Spanish Hoel, 
No. 1303 — Patent Leather, a 
wt A ey wade Cuban eal. 





No. 5053—Black Suede, Gun 
Metal and Lizard Tongue Step- 
19/8 Spanish $35 


No. $054—Same as above with 
15/8 Baby Spanish Heel, A-D. $4. 85 
Ne. 5J07—Brown Suede, Brown 
Kid and Brown Lizard Tongue. 
15/8 Baby Spanish Heel, a. 8 

5058—Same - 19/8 Span- 
it Heel, A to C......... 4.85 
No. 5055—Brown Kia Vamp and 
Brown Suede Quarter, Trim to 
—. 19/8 Spanish Heel, $4.85 to 


Spanish Heel, a” baeee 

No. 5051—Patent ea, and Black 
Suede Quarter. Trim to match. 
/s Spanish Heel, A to C.$4.75 
No. 5052—-Same “7 15/8 Baby 
Spanish Heel, A D....$4.75 


M. J. SAKS CORP. 


144 DUANE ST., NEW YORK 
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/ A Warning to the Trade 

About LEO’S PAVLO BOOT 


LEO’S SHOES, INC. 


- BROOKLYN, N. Y. 


has originated, and sold to lead- 
ing retail establishments, a new 
version of the boot for select, 
fashionable wear. 


The “PALO Boot’ _ IN ORDER TO FULLY SECURE THE EXCLU- 
-)2 wee elivery 

diac SIVE FEATURES OF THIS PATTERN DE- 

rder Now for Timely 

Selling SIGN AND TO PROTECT ITS RETAIL 

CUSTOMERS, LEO’S SHOES, INC., HAS IN- 

STITUTED PATENT RIGHTS FOR THE 

COMPLETE COVERAGE OF THE “PAVLO 


BOOT.” 


The Trade is hereby notified of the firm 
determination to prevent any infringe- 
ments of this pattern, either in 
part or whole 


CRWOND 
Retailers are cordially Fitting qualities guaranteed 


invited to inspect the by our Mr. Barnett Lipp, 
Winter ensemble of 
LEO’S SHOES, of 
which the PAVLO 
BOOT is but one 


notable success. 


~~ LEO’S SHOES, Inc. 


210 Taaffe Place Brooklyn, N. WV. 


designer. 


FSSEESSITSSIPSS LISS LISS LISLE SLE SESS Tt FEES ESE SSE PSE 
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NOW ‘The New, Improve 
READY Se 
October Cards 


(Three Colors) 


with snappy sales 
messages. 


Single Show Cards 


(Three Colors) 


7 5¢ Each 


Postage prepaid 
Immediate delivery 
Select any of these subjects by number 


Women’s Men’s 
. 1—Suedes. No. 10—Shoes Mark the 


. 2—New Pumps. fe Man. 
. 3—Reptiles. No. 11—Full toe last. 


. 4—Strap Effects. Children’s po Card Holder 


General No. 12—School and Dress 
5—Arch-Fit Shoes. ade Base (above) 
. 6—Fitting. . 
7—If not in the win- No. 13—Consult us. Comes in either Gold or Silver trim 
-~mottled finish, felt lined bottom. 
Store name in panel, if you wish 
Very tasty and attractive. You'll 
be proud of them alongside your 
finest window fixtures. 





dow. losh 
8—Selected Leathers. Snappy Galoshes 
9—Vote yes. No. 14—Tailored Models. 





Art Card Frame 
(left) 


Kither gold or silver trim—mottled 
finish. Store initials at top if de- 
sired. Carries a 7” x 11” card. 
Matches the fineness of your win- 
dow fixtures. 


Printed 
Price Tickets 


Artistic Pasteboards — An) 
price wanted—25c. to $22.50 
1 doz. of one price 15c. 
12 each of six prices 85c 


6 doz. odd lot assortment $1.1 


Green Border—Black Figures 
(Actual size) 
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Recorder Show Card Service 


—a practical business f 
builder for shoe merchants 


Name the three most progressive and successful retail 


stores in your community. 


In visualizing them what is it that your attention almost 
unconsciously focuses upon? The windows, of course. At- 
tractive, eye-compelling, these windows play a mighty role in 


building business. 


Do Your Windows Say, 
“Come In”? 


Effective window trimming is an art. 
Most merchants, lacking special training, 
have window trims that are only mediocre 
in their ability to produce business. Not 
so the shoe merchant who subscribes to 
the new, improved Recorder Show Card 
Service. With this remarkable sales aid 
at his disposal it becomes a simple matter 
for him to dress his windows so they are 
fairly alive—smart, attractive trims that 
extend a hearty invitation to “Come in 
and buy.” 


Show Cards with a Personality 


The new, improved Recorder Show 
Card Service is built upon the premise 
that only those show cards are worth 
while that emphasize the outstanding 
desirability of the merchandise featured. 
The selling messages are sound, terse 
and punchy; the art work is timely, artis- 
tic; color schemes are harmonious and 
striking. Each month’s cards are different 
from the month before. 


Annual Card Service is exclusive for 
one merchant in an average size town, 
suburb or metropolitan shopping center. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 


189 W. Madison St., Chicago 


Punchy—Novel—Artistic 


The new, improved Recorder Show 
Card Service is incomparable. Capable 
shoe merchandisers put into it their best 
thought. Every feature, every sales 
message, every drawing fits squarely into 
the general scheme of building a service 
that truly builds business for the shoe 
merchant. A golden opportunity for you 
to capitalize on your windows as you 
have never been able to do before! 





Try the Service for 30 Days— G 


Mail the Coupon 


In the panel are brief descrip- 
tions of the several Services we 
are now in position to offer you. 
Select the one you wish. Try it 
for a month. Then if you are 
not entirely satisfied, you simply 
pay for the one month’s show- 
ing at the low yearly rate. Fair 
enough, you'll agree. Mail the 


coupon today! 


$ 


discount. 


iu © 


Owner . 


For cash 


ae 


eC ae 


Select the 
Service You Wish— 
Then Mail Coupon 


8 cards (7”xI1!”), 
2 Art Card Holders 
100 Blank Price 


Service 
No. 1 

Tickets. 
$4.00 monthly ($48.00 the year). 


10 cards (7”x11”), 
4 Art Card Holders. 
100 Blank Price 


Service 
No. 1-B 


Tickets. 
$5.00 monthly ($60.00 the year). 


4 cards. 2 Art 
JUNIOR Card Holders, or 


Service 


Tickets. 
$2.25 monthly ($27.00 the year). 


Printed Price Tickets 


12 each of any six, priced 50c. 
per month if wanted with any 
annual card service. 


frames 


50 Blank Price 





5 ew he 
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COUPON 


BOOT & SHOE RECORDER, 

189 W. Madison St., Chicago, Ill. 

Please enter our order for the Recorder ‘Selling 
Messages” 
year, consisting of 
and 2 art card holders, with the first month's 
service, beginning with cards for September, for 
which we will pay $ 
per month. 


card service No. or one 
cards each month, 


per year, payable 


in advance full year’s service, 10% 


We sell Men's, Women’s, Children’s shoes, buckles 
and hosiery. 


(Cross out lines not carried.) 


We prefer :—Card holders, or frames (gold) (silver) 


Place following initials on frames (not more than 


...Store name on card holders 


(letter plainly) 


Printed Price Tickets:— 


- $—— $——- $-- — $—- ¢ 
(Any price: 15c. per dozen) 


Store name . 


(Sept. 29th issue) 
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TLANTIC LITTLEWAYS—retailing profitably from $5 to $6.50 
are different. In the first place, they are superior to the accepted 
construction of other popular-priced shoes. They are fine fitters, for 
patterns and lasts are scientifically coordinated. As good materials 
as can possibly be put into shoes of this grade are used. These rea- 
sons, together with the power of their smart style, are responsible for 
the repeat business they are building. 


— : = hi sie iz nso . — 
ch ENTS Sa a as 


Atlantic salesmen, resident in each major territory, will be glad to call 
on you regularly if you say the word. 


ATLANTIC 


SHOE CO. 


SOUTH BOSTON 
REGENT 


In stock in 
all patent and 
satin 











Desirable N 
l N S T O C K Fall Patterns ‘in 
Patent—Brown Kid—Black Kid 


Nut Brown Suede 
Ebony Black Suede 


——EE 


Read hi 
eady to Ship 
The Flora—Patent strap pump 14/8 wood 
A 6-9, AA 


Wire your orders toda covered heel, rubber top lift; AA 
y y 549, A 5-9, B 4%4-8%, © 3%-8, D 34-74, 
Price $6.35 


The Rachelle—Cut-out oxford tie in rich 
dark brown kid, with brown lizard lace stay, 


, 14/8 wood covered heel, rubber top 

; , AA 5%4-8%, A 5-8%, B 4-8, 

O 3%-7%, D 3%-Th%. Price $6.60 
Black kid with black calf lace stay. 

Price $6.35 


Nut brown suede with topaz glazed calf lace 
stay. Price $6.60 


Ebony black suede with black calf lace stay. 
Price 60 


BURROWS SHOE CO., Inc. The Bernice—Patent gore pump with dull | 


If 5 e 
ROCHESTER, N. Y. buckle, rubber top itt AAA 8%. Ad DiS, 
. » 
New York City: 604 Marbridge Bldg. Chicago: 906 Security Bldg. lig 2 Ah $6.20 | 
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HE DESIGN of the Circular Stitch Eyelet gives an added touch 
5 of ruggedness to Fall and Winter shoes. Manufacturers of 
quality footwear invariably seleét Diamond Brand Viszb/e Fast Color 
Eyelets to give added distinétion to their choicest models. The 
enduring finish of their fast color celluloid surface contributes in 
a large measure to the richness and beauty of the shoe. 











Look for the ‘Diamond <> Trade Mark 


UNITED FAST COLOR EYELET COMPANY 


205 LINCOLN STREET, BOSTON, MASS. 


Manufadurers of 


DIAMOND BRAND Vuaible FAST COLOR EYELETS 








HE Panama Canal was officially opened to commercial traffic on 
August 15, 1914. A French Company was organized to engineer 
; . . . / 
and firtance the construction of the canal in 1879. The rights of this _ weir aggeaaamees 
by its hard Bull Dog toe .. . . The 
Company which had abandoned the project were later purchased by the (elastic Box Toe opens up new pos- 
United States for $4,000,000. Under the terms of the Hay-Varilla sibilities in toe styles. It gives the 
shoe that aristocratic appearance 


tr y li 
eaty a payment of $10 000,000 was made to the Repub 1c of Panama a a A A Ig" OE 


and after ten years an annual payment of $250,000. This interoceanic with greater toe ease to the wearer 


waterway is neutral and open to world commerce. 


4 


—r 


THE QUALITY BOX TOE 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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SHOE STORE SERVICE SECTION 


Devoted to Display and Merchandising Methods 











e fair to your Windows 


An Incorrect Display Fixture or Wrongly Chosen Drape 
May Ruin an Otherwise Perfect Trim 


HE merchant who does not take pride in his 
windows is today the exception rather than the 
rule. Yet there are many windows, finely ap- 
pointed and well trimmed, that fall far short of the 
effectiveness they deserve merely because of some minor 
crudities which upset the earned results through being 
out of harmony with their surroundings. 
You sometimes see a fine store front, perhaps with 
vaulted ceiling at the entrance, with window backs of 
beautifully grained wood or ornate stone effect. The 


ceeded in making on you. So you can’t call him “tight,” 
exactly. Yet the evidence proves him guilty of being 
“penny wise.” That mistake carries a penalty that 
he cannot escape. He started out to make his windows 
“100 per cent.” He almost finished the job, but not 
quite. You, knowing him as a fairly astute merchant 
and a competitor to be reckoned with, are likely sur- 
prised at this. 

But here’s how it probably happened to him—and has 
happened to many. We’re telling you this so that you 


embellishments such as 
plate glass mirrors, rich 
drapes, grillwork, plac- 
ques, lamps, floral decora- 
tives, may be aristocratic 
to the ’nth degree. The 
footwear displayed may 
be in every way worthy 
of this setting carried out 
to perfection. 

Yet you look at this en- 
semble and are not duly 
impressed. Being inter- 
ested in such matters, you 
are conscious that the 
window represents a lav- 
ish expenditure and won- 
der why it fails to “click” 
with you as it obviously 
should. Chances are you 
just pass on and forget it 
—but if you are inter- 
ested enough to examine 
the window, the fittings 
and decorations carefully, 
detail by detail, you will 
probably find that the dis- 
cord arises from some 
small display fixtures, 
rather inconspicuous of 
themselves, being of a 
type or grade not in keep- 
ing with the major display 
fixtures and the window 
fittings. 

This merchant has put 
a lot of money into his 
windows—enough to pay 
for a much better impres- 
sion than they have suc- 
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Activity Highspots 
for October 


October 1-6. 


Indoor sports are due for attention now. Because 
the average shoeman has a small volume on shoes 
for indoor sports (bowling shoes, gym shoes, etc.) 
he ignores them in his windows. Perhaps the fact 
could as well be stated the other way around— 
no display, little sale. From the viewpoint of 
total volume to be had on these items you may 
rightly figure that it isn’t entitled to much window 
space. But bear in mind that they draw a man’s 
attention when other shoes don’t—especially if they 
are shown in a clever unit trim with special set- 
ting. So by increasing the attraction of the win- 
dows they help the sale of your “regular” shoes. 


October 8-13. 


This is not the best time to get your orders in for 
Thanksgiving and Christmas decorations, as that 
might better have been done earlier—but it’s a 
good time to check the delay in case the matter 
isn’t yet attended to. 

How’s the weather? Are you ready with trims 
and ads on stylish rubber footwear that you can 
put in on a moment's notice? 


October 15-20. 


For Hallowe’en prepare some special window dec- 
orations. Suitable cutouts of various appropriate 
designs are to be had in tissue paper and wall- 
board—or you can easily make some. Don’t let 
this occasion pass unobserved as it is one which 
forcefully reminds folks of their dress-up needs. 


Plan for increased pairage in men’s shoes. Tie in 
with the National Advertising Campaign on “Shoes 
Mark the Man.” 


October 22-31. 


The party season is on—and will reach its zenith 
at Hallowe'en. So party footwear is entitled to the 
spotlight in your windows. 


By now you should be able to judge which shoes 
will be weak sellers later on. Give the sales folk 
instructions regarding these and reduce your stock 
of them as quickly as possible. 








may be on your guard 
against it. 

A merchant decides to 
have improvements made 
in the store. They may be 
extensive — probably in- 
volving the interior, the 
store front, the window 
backs, etc. He gets bids 
on it. He appropriates 
accordingly and tells the 
contractor to go ahead. 
Before the major altera- 
tions are completed the 
contractor finds that ad- 
ditional work is necessary 
—work which was not 
included in the original 
bid. A pillar has to be 
moved, or additional sup- 
port built into the ceiling 
or walls, or some con- 
tingency that hadn’t been 
foreseen. 

“There’s nothing for it 
now but to “pay the fid- 
dler.” The unexpected ad- 
dition to the cost of 
the major improvements 
leaves the merchant 
pinched for cash for cur- 
rent needs and some of 
the minor improvements 
that otherwise were to 
have been made have to 
be abandoned. So quite 
unwittingly and with the 
best of intentions he has 
started something he can’t 
finish. 
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A half century of seating service to theatres, 
schools and churchesstands behind “American” 
claim to seating superiority. The same organi- 
zation, seating experts and master craftsmen 
have given their specialized knowledge to 
meeting shoe store seating problems. Resources 
and research have been applied tomake Amer- 
ican Interlocking Shoe Store Chairsa _ 

vital business building factor in your store. Neste 
The discriminating shopper seeks out 
the store that reflects distinction. 
Where equipment is in harmony with 
better taste . . . and shopping is made 
pleasant. “American” Chairs, beautiful 
in finish and design, add this touch of 


the modernsh 





1016 Lytton Building 


New York: R-601 
Philadelphia: R. 703-1211 Chestnut St. 
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Meeting Seating Probleme 
for a Half Century 


Has given us the answer to your Profit Problem 





‘2 


“New Styles in 32-page book, “New Styles in Shop 


Shop Seating” 
Helpful handbook for 


owner or manager. 


American Seating Company — 


smartness to your store. Bring in more and 
better trade. Build confidence in your values 
and management, Make your store the pre- 
ferred place to buy shoes. 


FREE SERVICE AND BOOK 


Our engineers and draftsmen have suggested 
novel seating arrangements for thou- 
sands of shoe stores from coast to coast. 
Their experience is yours without obli- 
gation. Write our Shoe Store Service De- 
partment for seating ideas. Our helpful 


Seating”, also free to interested owners 
and managers. Write for a copy today. 


oe store 


Chicago, Illinois 


Branch Offices 
-119 W. 40th St. 


a 


Boston: R. 302-69 Canal Ge. 
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While distinctly of the parlor type, this new Walk-Over store in Providence, R. I., has broken away from the 
overly ornate in wall decoration and in furniture. It has the enduring charm of simplicity. 


Teor eYtore ‘Toned ‘Down 


HE city of Providence, R. I., can boast now of 

one of the most beautiful shoe stores in New 

England with the formal opening recently of the 
Walk-Over Shoe Store. 

The new store, which replaces one destroyed by fire, 
has four definite departments—men’s and women’s de- 
partments, a basement fitted for the selling of rejects, 
samples, discontinued models and such; and, lastly, a 
hosiery department. The latter is entirely new and is 
stocked with merchandise for both men and women. 

The women’s department is by far the most striking. 
This is on the street floor at the rear of the store and 
is richly decorated. A heavy carpet, a wall of zerni- 
therm, tables and lamps for decorative purposes, mir- 
rors suspended from the border, and the lack of shoe 
boxes and stock—all tend to give the department a 
unique appearance. All stock is kept behind the walls 
and entrance is made through several swinging doors 
installed for the purpose. Display tables are used in- 


stead of the ordinary glass showcases and add much to 
the effectiveness of the salon. 

The men’s department, at the front of the store, 
shows the usual shoe stock, and its arrangement is very 
practical. Located as it is, it is expected to attract 
better than if it were in the rear of the store. 


BASEMENT referred to as “The Walk-Over 
Basement” offers rejects, job lots and so forth, 
sells both men’s and women’s footwear at reduced 
prices. This merchandise is displayed in two good sized 
windows. The two front windows are kept for the 
newest styles at all times. 

To date the public has expressed its approval of this 
new shop. Thomas J.. Purvis, manager, is very much 
pleased with results. Mr. Purvis has been with the 
store about 17 years, the last four of these as manager. 
The entire stock is new and most complete. A footo- 
graph fitting machine has been installed. 


‘al 
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THIS STORE 





~ PUT UP A GOOD FRONT 
AND SUCCEED 


UT your best foot forward. Make your store look pros- 


3013 Front Street, NILES, MICHIGAN. Send  Maders Store Fronts fer Better Display ” to 
...Kind of Business... 
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HE men’s department of 

this new Providence store 
is at the front to the left as the 
customer enters. An interior 
display case separates it from 
the rest of the store and this 
case, with the hosiery depart- 
ment, form the sides of an aisle 
through which customers pass on 
their way to the women’s depart- 
ment which takes up the entire 
rear of the big store room. 





WALK-OV|I| 


HE walls of the display 
windows are of the same 
stone-like material as the in- 
i et —— ee s terior walls of the store, which 
wage LLLLILiLriiillillilllllllllll lil. gives a uniform appearance. 
Fixtures of wrought iron are 
used in both the men’s window 
at the left and in the women’s 
window at the right of the en- 
trance. There is a setback in 
each display window about half 
way between the sidewalk and 
the door into the store. 


N_ interesting window 

treatment evolved by the 
expert in charge of window trim- 
ming for the Carlisle Shoe Store 
in Emporia, Kansas. The arched 
and latticed windows flank a tall 
narrow door which also is arched 
and covered with lattice work. 
In the rear of the window, near 
the actual store entrance, is the 
finishing touch in the shape of a 
delicate fence with a curving 
ton. 
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LYONS 
FOOT ppLIANCES 


are growing more popular every day 


DEALERS PROFITS ARE LARGE 


and consumer demand is increasing 


Every Lyons Product has features that are unequaled by any similar item and are exclu- 
sively LYONS. 
‘BUILD UP your accessory business with these articles 


Lyons Hose Protectors Lyons Paramount Sav-Hose 


Dr. Lyons Metatarsal Pads Dr. Lyons Arch Supports 
Lyons Heel Strait Pads Lyons Heel Cushion 


Send a trial order 


LYONS HOSE PROTECTOR CO. 


OMAHA, NEBR., U. S. A. 





Customer 


MODERNISTIC Dispray FIXTURES 
Ss Comfort 


ec, 


Means 
Merchants’ 
Profits 








Produced by 
HH . | Andrews’ 
iL =. 2 | Interlocking Chairs 


é - » } 
Win with the first impression—“Sell” _| 


yo your customers with store equipment 


SE 2 and they will favorably consider your 
3 ? shoes. 


—_— Send for Catalog No. 94. 
New Line for Shoe Store Windows 


Ask for Book No. 11C—Use your Stationery The A. H. ANDREWS CO. 
‘Tum Oscar Oummr Co. “excxnin 0. 107 South Wabash Avenue, Chicago 


NEW YORK PO ND 
105 West 40th St. 475 Hoyt St. 617 Western Ave. 
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Christmas Decorations 
of 
Unusualness 


No matter what your ideas 
are this Christmas— 
whether they be Ultra Mo- 
derne or Ultra Conservative 
—or just a happy medium 
you will find just what you 
are looking for in the new 
issue of our catalog. 


“The Guide to Better 
Window Displays”’ 





the GUILB ki 














Copies are now ready for mail- 
ing. May we send you a free 
copy? 


Adler-Jones Decorations 
really do Attract Customers 


When in Chicago be sure to visit our complete 
showroom 


The Adler-Jones Co. 


643 So. Wells St. 
CHICAGO 
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This Showcase 


Stares Shoppers in the Face 


They Cannot Pass 
Your Goods By! 


Instead of adding a public promenade to 
your overhead, why not put an outside 
showcase on those few extra feet of space 
outside your door? Everyone that passes 
will see your display. No one can miss 
it. Remember, goods well displayed are 
half sold. And you have the benefit of 
our 60 years of experience in building the 
types of outside showcases that will ac- 
tually do a selling job for you. Write 


today for complete information. 


BrALE MARK 


DISPLAY CASES 


DETROIT SHOW CASE CO. 
1670 W. Fort, 





Detroit, Mich. 


Millinery and 
Fama d Shop, 
lew York City 


Over 25 


Stores of Every Kind 
and Every Size —Everywhere 
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| fy Right— Kay Jewelry 
; Co., Wheeling, West 
Virginia 





de i ~< 


' Herpolsheimer Co., Department Store, Grand Rapids, Michigan 


Years of Serving 


Bluett, Men’s 
Wear, Pasa- 
dena, California 


PLANNED AND EQUIPPED FOR GREATER PROFIT 


Department stores, women’s ready- 
to-wear, haberdashery and men’s 
clothing stores, drug stores, jewelry 
stores, shoe stores . . . ranging in 
size from a single room to a city 
block . . . these are some of the 
wide variety of stores that supply 
the great American market. 


— And, ready to hand, is this organi- 
zation, well able to plan and equip 
stores of every size and character 
for greater profit; fully competent 
to cope with every merchandising 
problem, the object being to make 
these stores more attractive, effi- 
cient, productive. 


Our experience is the result of a 


GRAND RAPIDS 


service rendered to thousands of 
merchants from coast to coast dur- 
ing the past 25 years. Our staff of 
store planners, located in every 
territory, is composed of licensed 
architects and practical merchan- 
dising experts. The largest and best 
equipped organization of its kind in 
the world makes possible the utmost 
in quality and value. 


If interested in greater profits, avail 
yourself of this service which is 
making other stores 
more successful. Send 
for literature and infor- 
mation on the“New Way 
Methods in Merchan- 


dising.” No obligation. 
Walkover Shoe Co., Chicago 


STORE EQUIPMENT CORPORATION 


Formerly: The Grand Rapids Show Case Company « Welch-Wilmarth Corporation 





Factories : 
Grand Rapids 
Portland, Ore. 

Baltimore 


GRAND RAPIDS STORE EQUIPMENT CORPORATION, Grand Rapids, Michigan’ 


Executive Offices: 
Grand Rapids, Mich. 


Branch offices and 


representatives 


Gentlemen: Please send literature and information 
on your planning service and store equipment. 





Name 
New York City 





SSA E SO Ee ookesai ee 


in every territory 








STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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Try This in 
Your Window 




















Suggestion for a hunting boot 
window. Mirrors may be used 
for the water effect. Artificial 
marsh grass and cat-o-nine tails, 
M a few toy ducks, and rifles, make 
My a realistic atmosphere for the 
2 merchandise. The lettered signs 

are tacked against the window 
back which can be built of compo 

board and paneled 








Extra Par Sales with 


unting Boots 


sold in this country are distributed to the public 
through timely and attractive window displays. 
The hunting season is now on. Sporting goods houses 
have been busy for some weeks past, and will “keep 
at it” for several weeks more, selling rubber soled foot- 
wear, with leather tops; rubber boots, 


Gscia i per cent, at least, of all the goods that are 


, 


houses displays of merchandise as they deem practical. 
But the fact remains that the season has begun for 
hunting, and for the sale of those “extra pairs” of high 
lace shoes, with rubber soles—or rubber boots. In 
talking boots for hunting to the public don’t forget to 
tell about their light-weight and comfortable qualities, 

so important to sportsmen and to pro- 





short and of hip length, because 
these sporting goods concerns are 
“playing up” this merchandise in a 
window atmosphere that realistically 
reminds the prospective customer of 
recreation in the woods and marshes 
—“a hunting.” Miniature ducks are 
shown “swimming” on little mirrored 
ponds; from artificial flower concerns 
have come the brown meadow-grass, 
and the red and yellow foliage of the 
autumn; artificial, or real, cat-o-nine 
tails are cleverly held in place be- 
tween sections of the mirrors used to 
give the appearance of water. Rifles 
are stacked nearby—a few hunting 
knives, and “a pack,” consisting of 
as many of the regulation ten-pound 
pack contents as the dealer may wish 
to assemble. A few men’s sox are 
placed near the footwear, with sweat- 
ers and slickers, and other clothing 
equipment for the out-door-rubber- 
soled-boot-wearing hunting trip. In- 
structions are given to the hunters to 
“Travel Light.” 

yong shoe merchants may use ™edium heel. 

as many, or as few, of the 

goods’ 


A men’s 16-inch hunting boot, 
with one-piece grain leather top 
and vulcanized crepe rubber sole, 
Mishawaka Rub- 
ber & Woolen Mfg. Co. 


fessional guides and hunters. Speak 
about the pliability of the leather, or 
of the waterproof qualities of the top; 
tell about the rubber sole, so made 
as to prevent slipping on wet sur- 
faces. Another point about which to 
talk is construction. The consumer, 
and especially those who are consider- 
ing buying hunting, fishing and 
sports’ rubberwear—or who are buy- 
“ing rubberwear for work in tanneries, 
creameries or mines—like to have 
every possible bit of information on 
how a certain piece of merchandise, 
which you are exchanging with them 
for their money, is built. This is an 
analytical age. 


UBBER shoe manufacturers and 
good merchandisers, every- 
where, have long recognized the con- 
sumer’s desire to see for himself how 
a quality product is built; the con- 
sumer likes to know about the good- 
ness of the material that is used in 
a high-grade article. Modern window 
displays, therefore, very often feature 
the various parts of a rubber boot, 
or of a sports’ shoe, with identifying 
card attached, in a colorful trim. 





above-mentioned sporting 
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A Most Popular Leather for Men’s Fine Footwear 


Two New Shades, 126 and 127 


Also 110, 111, 118 and Black 


American Hide & Leather Company _ 


BOSTON NEW YORK CHICAGO ST. LOUIS CINCINNATI 
New Location, NEW YORK OFFICE, 2 Park Ave. 


AMERICAN HIDE & LEATHER COMPANY, Ltd., 
Northampton and Leicester, England; Paris, France 


CALF AND SIDE UPPER LEATHER TANNERIES 


Chicago Ballston Spa Curwensville 


Dolliver & Bro., San Francisco, Cal., Agents for the Pacific Coast and Orient 
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News of the Shoe Travelers 


ARTIN M. LEE 

is one of the 
hustling Pacific 
Coast boys. He was 
formerly connected 
with the Lewis A. 
Crossett Co. and the 
Diamond Shoe Co., 
but he has now joined 
the salesforce of the 
William Henne Co., 
manufacturers of 
the Physical Culture 
shoes, and will trav- 
el out from his San 
Francisco headquarters at 549 Pacific 
Building. Among Mr. Lee’s neighbors 
in the Pacific Building are: Charles A. 
Price, 403-405 Pacific Building, who 
represents the shoe ornament line of 
Mazer Bros. and Kassel-Shaff, Inc., 
New York; John F. Reedy, who repre- 
sents the I. Miller and the Rickard 
lines at 637 Pacific Building, and Will 
McLaren, who represents the Curtis 
Shoe Co., and the Craig, Reed & Emer- 
son lines at 423 Pacific Building. 


Martin M. Lee 


H. ALDEN CO.’S salesmen have 
* left for their respective territories 
after a two weeks’ sales conference at 
the factory. Salesmen and territories 
covered are as follows: Grant Stone, 
New York City, Philadelphia, New Jer- 
sey; Edward Cox, the South; Ralph 
Head, Pacific Coast; J. Ralph Baker, 
Middle West; Ralph Pool, Pennsylva- 
nia, New York, part of West Virginia; 
Wm. R. Mason, New England. 


RDEN MAT- 

THEWS is 

the new Ault- 

Williamson Shoe 

Co. representa- 

tive in Northern 

California and 

Nevada territory. 

“Thar’s gold in 

them thar hills,” 

says Matthews, 

“and I’d rather 

have the new 

Ault : yoy 

sample kit to dig 

Gin Gatien it out with than 

a pack-mule load of dynamite and a 
hard-rock miner’s outfit.” Arden Mat- 
thews was formerly with Johnson, 
Baillie & Bedford Shoe Co. For them he 
covered Colorado and the Northwest 
for four years. He is the son of Jim 
Matthews, well known for 25 years as 
the Pacific Coast representative of the 
Johnson-Baillie concern. The younger 


Edited by HELEN M. HANEY 


Matthews started his shoe-selling ca- 
reer as a retail salesman in the estab- 
lishment of the Joslin Drygoods Co. in 
Denver, during the year 1915. He left 
this position to go into the army and 
became a shoe traveler shortly after 
his return from overseas in 1920. In 
1927 he first joined the Ault-William- 
son forces, covering Southern Califor- 
nia. Now he’s one of the most enthu- 
siastic A-W boosters on the road any- 
where. Mr. Matthews is married and 
lives at 81 Glen Avenue, Oakland, Cal. 


AM BEESON, sales manager for 

the Boyd-Welsh Co., is on a coun- 
try-wide tour. He has visited the 
Southwest, and the Pacific Coast; he 
will then visit Seattle, St. Paul, Chi- 
cago, Ohio, New York, and Florida, 
calling on the larger accounts of the 
firm and meeting representatives of 
the company. 





A Brief for the 
, Wholesaler 


By George L. Stanwood, Senior 
Salesman for Dingley-Foss Shoe Co., 
Auburn, Me. 


1—The modern shoe wholesaler of 
today is a specialist. 

2—The modern shoe wholesaler- 
specialist gives his trade the 
advantage of a continuous in- 
stock service on the new 
styles and patterns. 

3—The modern shoe wholesaler- 
specialist, on account of low 
overhead, by reason of volume 
buying, keeps his overhead 
expense at so low a figure 
that he can give just as good 
values as can the small fac- 
tory. 

4—By buying from the modern 
shoe wholesaler-specialist, the 
retail shoe merchant can carry 





a smaller stock, thus doing 
business with less capital. 


A “TELL YOU HOW” 


If a small, or medium-sized, 
retail shoe merchant has six new 
styles, it is better to display 
them at the rate of two a week, 
thus avoiding customer confusion 
of decision, as well as keeping 
“something different” coming ap- 
parently all the time, than to 
show the whole six for three 
weeks, continuously. 











J. KALTEN- 
¢ BRUN, who 
covers Indiana 
and Ohio for the 
Charles A. Eaton 
Co., and who also 
operates a retail 
men’s shoe store 
in Columbus, left 
Columbus early in 
September for his 
first vacation in 
several years. 
Going by automo- 
bile with a chauf- 
feur in order that 
he might have a complete rest, he 
journeyed through Indiana and Mich- 
igan, stopping at a number of resorts. 
He was accompanied by Mrs. Kalten- 
brun. Arrangements have been made 
for a sales and style conference of 
salesmen of the Charles A. Eaton Co., 
which will be held in Columbus the 
latter part of September. Salesmanager 
Doane of the Eaton company, W. H. 
Reichel of Chicago and other traveling 
salesmen will attend—UTPS. 


J. J. Kaltenbrun 


OHN S. WHITTEMORE, who cov- 

ers New York State, Pennsylvania, 
Ohio, West Virginia, and all of New 
England for the Forbush Shoe Co., 
showed the line of his new house at the 
recently held Syracuse Convention of 
the New York State Shoe Retailers’ 
Association, and right after that 
started off on a five weeks’ tour of 
his entire territory. 


YD. L. CURRY 
now sells shoes 
for his own newly 
organized concern 
—Sdyney L. Curry, 
Haverhill, 
Mr. Curry 
has a complete new 
equipment, new 
machinery and a 
new line of lasts 
and patterns, con- 
sisting of “right- 
up-to-the - minute” 
feature styles, re- 
cently installed at 
his old location, the Ordway & Clark fac- 
tory. He is now calling on his trade, the 
members of whom he reports are much 
enthused over his new Ancord shank, 
which he describes as a sewn-in shank 
on a turn shoe. He says that the 
stoutest woman can put on this Ancord 
shank shoe and not have the heel pry 
or break off. Mr. Curry controls the 
rights on this new feature shoe. 


Syd. L. Curry 
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Introducing Dunbar 





PNET LION PIR Te 


Pattern Company’s two 
new Ambassadors of 
Trade, who will bring to 
you the story of Dunbar’s 









improved pattern service. 







Mr. Neil McDonald, 
who has been in close 
touch with the New York 
trade for the past 15 









years, will take care of the 






Metropolitan section, 






rendering a complete ser- 






vice to shoe manufactur- 









ers in that district. 















Mr. Gerald J. McNeill, 
who started his shoe 





GERALD J. McNEILL NEIL McDONALD 





career in Ohio and who 
has been in New York 
for the past ten years, will 






carry the service into 
Maryland, Pennsylvania 
and upper New York 






State. 











these men are 


Both 
well qualified to render 





the type of service con- 





sistent with Dunbar’s 





high quality standards. 





Dunber PeHtern Compenu 


( seidhder: Le on eres ee 
O4. Rue Caum artin. 
PARIS 
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G. RUSSELL 
* covers New 
England and six 
-or seven cities in 
New York State 
for Selz, Schwab 
& Co. Mr. Russell 
believes strongly 
in the benefits de- 
rived from _ per- 
sonal contacts. 
Prior to his pres- 
ent representation, 
he sold shoes at 
retail for 21 years, 
so he should know. 
At any rate, he says that he is prov- 
ing every day that one canont under- 
estimate the value of the personal ele- 
ment in shoe selling. For instance, a 
RECORDER observer spent a little time 
recently on a Saturday afternoon in 
the Kennedy Co.’s shoe department, 
and watched Mr. Russell work with the 
boys on the floor. Every salesman, not 
only in the shoe department, but those 
salesmen who came into the shoe de- 
partment from other departments with 
customers whom they had fitted to 
suits, and who were also to be fitted 
to shoes, all radiated friendliness to- 
ward Mr. Russell. Mr. Russell says 
that business for fall is easily secured 
and that merchants’ stocks are low. 


L. €. Russell 


EORGE E. CAREY, who has been 

connected with the production de- 
partment of the Interstate Shoe Com- 
pany of Manchester, N. H., will be 
located, beginning Oct. 1, at New York 
City, with headquarters in the Mar- 
bridge Building. Mr. Carey will act 
as assistant to H. M. Runlett in the 
development of the Greater New York 
territory. “George is a likable little 
fellow,” writes Sales Manager M. 
Schoenberger, “and should make a 
great many friends in ‘The Big City.’ ” 


Q tris was the keynote of a four- 
day sales conference of more than 
usual interest which has recently been 


concluded by the Selby Shoe Co. “We 
want the direct Parisian influence to 
apply to our business,” said R. A. Selby, 
president of the company, in his open- 
ing address. To strengthen this em- 
phasis upon style as one of the out- 
standing elements in the merchandis- 
ing of both the Arch Preserver and 
Tru-Poise line, Miss Mary Bendelari, 
internationally known stylist, came 
over from Paris to attend the conven- 
tion. She brought with her several new 
creations which have been adopted by 
the Selby company, and told the sales- 
men how she gathers style information 
and her ideas from her travels in Lon- 
don and on the Continent, where she 
attends the smart races and visits ex- 
clusive resorts, making notes on colors 
and trends and studying what fashion- 
able women are wearing. R. A. Selby 
dweit upon the policies by which the 
company would be guided in the future 
and outlined the position that the com- 
pany had attained in the shoe industry. 
Sales Manager L. M. Doty led a dis- 
cussion on more intensive cooperation 
with the dealer, and the necessity for 
salesmen to help the dealer with his 
resale problems. A half-day was de- 
voted to a visit to the large and mod- 
ern Ironton plant of the cempany, 
which produces the Iris line. The com- 
plete line, Arch Preserver, Tru-Poise, 
Iris and Deb Welt shoes, were pre- 


sented in order on living models; in 
each case the merchandising element 
was stressed. More than 50 salesmen 
from all parts of the country attended 
the sales conference held at the Ports- 
mouth Country Club. 


oun G. MAGAW, formerly of Chi- 
cago and for a number of years af- 
filiated with the Hood Rubber Co., Bos- 
ton, as sales executive—later with the 
Miner Rubber Co. of Montreal, Quebec, 
is now manager of the Chicago branch 
of the Cambridge Rubber Sales Corpo- 
ration, 317 W. Monroe Street, Chicago. 
Mr. Magaw, in “announcing his new 
connection, writes to THE RECORDER: 
“Getting back to Chicago seems like 
returning home to me, as I was located 
here until 1918.” 


EWTON W. VIOLETTE of Seattle 

died at his home in Seattle on 
Sept. 7. For many years, Mr. Violette 
was Pacific Northwestern representa- 
tive for the Ault-Williamson Co. of 
Auburn, but for the past season repre- 
sented A. J. Sweet, Inc., in the Pacific 
Northwest. He was 51 years of age. 
Mr. Violette was very popular with the 
trade, and well and favorably known 
throughout his territory. He was a 
member of the Pacific Coast Shoe 
Travelers’ Association and a_ policy 
holder in the N. S. T. A. group life 
insurance. He leaves a wife and three 
children. 


ARVIN C. COULTER, who for the 

past year and a half has been rep- 
resenting the Lampe Shoe Co. of St. 
Louis, and who before that represented 
the Holters Company of Cincinnati in 
Southern territory, died recently at the 
Charity Hospital in New Orleans. He 
was 42 years old. “Buck” Coulter and 
his wife were on a vacation, prepara- 
tory to making his fall trip to his old 
home, When he was stricken with the 
flu and was taken to the hospital; 
his sickness was aggravated by an at- 
tack of pneumonia, which terminated 
fatally. Mr. Coulter was among the 
best known shoe travelers in Texas, 
and had a host of friends among the 
boys on the road as well as the other 
members of the trade. He will be great- 
ly missed by both. He was a member 
of the National Shoe Travelers Asso- 
ciation, Southwestern Shoe Travelers 
Association local, and was a_ policy 
holder in the N. S. T. A. $1,000 insur- 
ance feature. 





He leaves a family. 
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R. GEORGE A. 

SCHROETER 
has recently be- 
come _ associated 
with the Adjustik 
Division, the new- 
est branch of the 
United States Shoe 
Co. The sales will 
be under the direc- 
tion of Mr. Sher- 
rington. Dr. Schroe- 
ter has a  back- 
ground that has 
especially fitted Dr- Geo. A. § 
him for his work 
in the Adjustik Division. After gradu- 
ating from college in 1916, he practiced 
in Philadelphia for two years, special- 
izing in orthopedics. In 1918 he en- 
tered the service and was placed in 
charge of all orthopedic wards in the 
United States General Hospital No. 36 
at Detroit. It was during this time 
that the idea of the Adjustik shoe came 
to him. Being confronted with prac- 
tically every type of foot trouble in this 
hospital, Dr. Schroeter had an unusual 
opportunity to conceive the possibilities 
of the Adjustik shoe. In 1919, Dr. 
Schroeter entered into partnership with 
Dr. Ralph Martran in the manufacture 
of orthopedic appliances. The business 
was known as The National Foot 
Specialties Company. 

In 1921 Dr. Schroeter became asso- 
ciated with the Menihan Company of 
Rochester as a representative of their 
Arch Aid Division. In 1922 he became 
associated with the Julian-Kokenge 
Company of Cincinnati as its New 
England representative, and in 1923 he 
secured a patent on the Adjustik shoe. 
In 1924 he worked with the J. J. 
Grover Company to further develop the 
Adjustik shoe. In 1928 Dr. Schroeter 
had the Adjustik shoe developed to 
such a fine point that The United 
States Shoe Company saw the very un- 
usual possibilities which this shoe of- 
fered and immediately decided to take 
it on as a stock proposition. 


ARSON B. HAWLEY, one of the 

best known pioneer shoe travelers 
on the Pacific Coast, died recently at 
his home in Sacramento, at the age of 
72. Mr. Hawley retired from the road 
over a decade ago, when he represented 
D. Armstrong & Co. Mr. Hawley had 
a large number of friends in the trade, 
and was always interested in the ac- 


tivities of the traveling shoe salesmen. 





Here is a group of 50 Selby Shoe Co.’s salesmen who attended the 
recently held four days’ sales conference at the attractive Ports- 
mouth, Ohio, Country Club 





BOOT AND SHOE RECORDER September 29, 1928 


Menihan’s In-Stock Department 


You can’t make money on shoes that you need but haven’t. But you can make money and have the shoes that 
the public wants if you buy from the Menihan Stock Department. 





Every number is In Stock ready to be shipped ta 
you. Every style is the Menihan answer to present 


Special 
et - ym Velvet with Black 
22/8 “Spike Medium ‘Round Toe 


cntener Spec ms 
B-969—Brown Velvet with 
| mn Trim, 22/8 Heel, 


Round Toe 
B-980—Black Velvet with 1 = Sacin 
22/8 Heel, Medium Round Toe.$4.75 
B-928—Patent with Light Black or 
‘8 Heel, . — Round Toe.$4.8 
8-929—Black Brocaded_ S&S 
JANET Special Process Black Satin 19/8 Heel. 
923—Black Velvet with re Toe 





KINE jal Process = REGENT Special Process 
B-912—Brown Suede with Brown Kid B-3072- Patent Leather. tal Presems 
~ ‘oe 





Twenty-five cents additional for orders of less than three pairs. 
Terms Net 30 Days 


THE MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN—ROCHESTER, N. Y. 


Makers of Menihan Arch-Aid Shoe. 
Write for Agency Proposition. 
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September Trade ia St. Louis 
Stores Points to Big Season 


in 


Suedes in Lead 
Demand, Especially in 
Low Priced Shoes 


St. Louris, Mo.—Judging by the first 
three weeks of September, there is a big 
season ahead for the retail shoe trade. 
All stores are enjoying excellent trade, 
with customers buying the new fall 
shoes enthusiastically. A glimpse into 
any store will reveal many customers 
being fitted. The department stores 
have done a tremendous business, espe- 
cially during the past week when spe- 
cial sales were adopted in two of the 
largest. Optimism is expressed every- 
where. The statement is made that if 
business is bulging under present 
weather conditions (extremely warm) 
what can be expected with cool, frosty 
atmosphere. 

Suedes have leaped to the front in 
all stores, but the demand has been 
most emphatic in the popular priced 
class. In one of the fastest style stores 
suedes in black and brown outsold other 
types. Suedes in this institution were 
all-over effects. Another popular 
priced store reported combination ef- 
fects as outstanding. 

Brown kid as a color is better than 
black. Brown leads in some stores. 
Others announce blue as better. Blue 
in any case has been the surprise shoe 
of the season and smart merchants are 
taking another fling at them for imme- 
diate delivery. Good for sixty days 
more is what merchants predict. Patent 
is slipping daily, was the statement 
made in a good style store. This checks 
up with other merchants’ opinions. 
Colors are cutting into the patent field. 


New Youngstown Firm 


YounGsTown, On1I0 (UTPS)—Papers 
have been filed with the secretary of 
state chartering the C. N. B. Company, 
with a capital of $25,000 to deal in 
boots, shoes, hosiery and accessories. 
The incorporators are Fred Shutrump, 
Carl N. Buchman and R. C. Huey. 


O’Leary with Bjorkman 


MINNEAPOLIS, MINN. (UTPS)—Roy 
H. Bjorkman, Nicollet Avenue at Tenth 
Street, women’s wear store, announces 
addition to the footwear department 
staff of John O’Leary, a man of long 
experience in the business and an ex- 
pert fitter. 








Balloons Still Strong 
in Detroit 


Detroit, Mich.—One of the best 
authorities in the city on young 
men’s styles “Rex” James of the 
Bostonian Shoe Stores. says: 
“Balloon lasts are far from being 
dead in Detroit. My records 
show that 21 9/10 per cent of our 
total sales for the past six 
months were on wide toe balloon 
lasts. If we had had merchandise 
enough during this period, the 
sales would have been at least 
25 per cent. For the same time, 
51 per cent of the sales were tan 
shoes to 49 per cent blacks, a 
condition in which the active 
sales policy of the house had con- 
siderable influence. This average 
is being maintained during the 
present month as well. Scotch 
grains are particularly strong. 
Wave and modest wing tips are 
making a tremendous hit with the 
young fellows. Our one biggest 
seller for the past four weeks is 
a wing tip grain, both black and 
tan, on a balloon last.” 











New Dept. for Low Heels 


DetTRoIT, MicH.—In response to a de- 
cided demand for lower heeled shoes 
from the younger trade, a new section 
of the shoe department in the B. Siegel 
Co. store was opened last week. It is 
called the “Mode-Maid” department, as 
the shoes bear that name, and features 
patterns carrying 8/8 to 14/8 heels. 
Prices in this section will be under 
those in the main shoe department, 
being $8.50 and $10. The first week’s 
business, which was opened without 
any publicity, was very gratifying. 


Buffalo Store Expanding 


BUFFALO, N. Y.—Goetz & Mittelman, 


operators of the I. Miller stores, have 
a the entire second floor of the 


Berger Co. The new quarters 
will give them a selling space 57 x 126 
feet. Fixtures are being built and a 
carpet is being specially woven. They 
expect to be located in their new quar- 
ters in the late fall. Joseph Pfieffer 
will be manager. 


| Shoe Merchants Happy 
Over Fall Volume 


CINCINNATI, OHIO —Downtown shoe 

rchants are very optimistic about 
business for fall and winter, and some 
of them express the opinion that the 
shoe business will be better for the next 
few months than it has ever been be- 
fore. Fall styles started selling early 
and by the third week of September a 
fairly good volume was moving. 

The new shades of brown are fairly 
good in kid, suede and alligator and 
dark blue suede and kid are both pop- 
ular. Black kid, suede and reptile are 
being called for and patent is holding 
up well. Some of the livelier colors 
such as green, red and purple are being 
shown, but there is not much demand 
for them at present. 

The new tweed shoe is a recent inno- 
vation at the Smith-Kasson Company. 
The toe and back is of brown kidskin 
and the sides and vamp of tweed. The 
oxford is being shown in a wavy block 
design two-tone brown tweed with dress 
heel, and the pump is a check pattern 
with new street heel. 

The Mabley & Carew Company is in- 
troducing shark skin, and Kent Kernon, 
manager of the shoe department, ex- 
pects this to be very popular. The 
points on the better grade of shark skin 
sparkle like gems and give it a more 
or less iridescent appearance. Mabley 
is carrying this shoe in strap, tie and 
pump with street and dress heels. 

A shoe attracting unusual attention 
is a suede patchwork on display at the 
Potter Shoe Company. The shoe is a 
one-strap of dark brown suede with 
small triangular patches of light tan 
suede on the vamp and all-over fair 
stitching. Potter is also showing gray 
Java lizard and quite a few black 
satins and black velvets. 


Two New Stores Opened 
By Sears, Roebuck & Co. 


St. Louis, Mo.—Sears, Roebuck & 
Co., nationally known mail order house, 
have opened their two St. Louis retail 
stores. The Kingshighway store opened 
Thursday, Sept. 13, and the Grand 
Avenue store opened Thursday, Sept. 
20. In the initial newspaper announce- 
ments, footwear for men, women and 
children was featured. The stores have 
three floors and a basement. Shoes 
will be handled on the first floor. 


Thrash with Keeley 


ATLANTA, Ga. (UTPS)—J. H. Thrash, 
one of the best known leaders in A\t- 
lanta retail shoe circles, has been made 
manager of the shoe department for 
the Keeley department store. He will 
begin his work at once, it is announced 
by the company. 
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Established 1894 


Truitt Brothers, Inc. 





Incorporated (904 











Manufacturers 
of 
Children’s Shoes 
Binghamton, N. Y. 
The CAHILL CARTON CAHILL BOX MARKER 
“The Carton That Opens in the Front” (Copyrighted) 
A VERY EFFECTIVE 
MACHINE 








Beautiful—Convenie t E 
Any size— Any color — Shipped 
anywhere knocked down at 
lowest freight rates. 
Cost less though made of 
better materials. Samples 
or salesman on request. 


For printing the stock number, 


description, size and width and 
selling price of the shoes on the 
carton or the index card for the 
Cahill carton. 

PRICE, $4.00 

Mailed on Approval 





HARRISBURG, PA. 
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VANITY 


BOWS and LEATHER ORNAMENTS 





Style No. 5614 


Vanity’s skill in creating new and 
original designs in leather orna- 
ments has always kept our work- 
shops busy supplying the de- 
mands of leading shoe manufac- 
turers. If you seek new and 
original ideas in leather bows, 
come to 


Vanity Novelty Works 
1261 Atlantic Avenue Brooklyn, N. Y. ' 


“Ask your manufacturer for Vanity Creations” 


SSSSSSNNSSNSNSNLRNLNSUNNNNNN NNN 


Can You Speak 
the Language of 


Your Business? 


Do you know the meaning of all the 
terms used in the shoe and leather trade? 
Can you make a good impression on a 
customer by calling things by their cor- 
rect names and answering questions in 
an intelligent manner? 

If you can’t—you need the 


“Shoe and Leather 
Lexicon”’ 


An authoritative dictionary of the terms used 
in the shoe and ‘leather trade. The price of the 


Lexicon is 
50 Cents 
(Cash with order) 
Boot and Shoe Recorder 
Publishing Co. 
80 Federal St. Boston, Mass. 
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Lots More Than $44,000 


We confess that we don’t know 
by how large a figure to multi- 
ply $44,000 in order to get the 
volume of business done in men’s 
shoes by Volk Bros. of Dallas, 
Tex. But we do know that it 
must be rather large, as their’s is 
one of the outstandingly success- 
ful retail firms of the country. 

All of which is apropos of the 
fact that an error in punctuation 
in a recent Position Wanted ad 
inserted by John J. Skally made 
it appear otherwise. The offend- 
ing sentences read: 

“I was connected with Volk 
Bros., of Dallas, Tex., for nine 
years; considered one of the best 
salesmen and shoe fitters. They 
had sold over $44000 shoes in 
1919, etc.” It should have read: 
“considered one of the best sales- 
men and shoe fitters they had. I 
(understood) sold over $44,000, 
etc.” 











Two New Shoe Stores 
to Open in Detroit 


Detroit, Mich.—Two new beautiful 
shoe stores are scheduled to open in 
Detroit by Oct. 1. The one ih the fast 
growing Joy Road section by the A. E. 
Burns Co., at 8956 Grand River Avenue, 
will be as fine a family shoe store as 
brains and money can devise. Two 
boys from the main Burns store will be 
in charge, Bobby Burns, who will look 
after the children’s shoes in the base- 
ment, and W. C. McBride on the street 
floor. This store, as well as the other 
Burns stores, will be under the general 
supervision of J. T. McGee. Practically 
the same lines of merchandise carried 
in the down town store such as Foot 
Savers and Enna Jettics will be found 
at the new branch. Several new fea- 
tures such as a barber shop and a play 
room will go to make this store a model. 

Down town in the Eaton Tower, the 
beautiful new Walk-Over Shop is fast 
being completed. For the present, only 
the street floor will be used in the sell- 
ing, with the office in the balcony. 
While the store is being remodeled, the 
plans call for the using of the basement 
as a selling factor, eventually. 





New Ohio Members 


CoLtumsBus, OnHIo (UTPS) — Secre- 
tary C. E. Dittmer of the Ohio Val- 
ley Retail Shoe Dealers’ Association 
has waged a very successful member- 
ship campaign during the summer 
months, despite the fact that it is the 
usual vacation period when retailers 
are inclined to give association matters 
rather small concern. Since the start 
of the campaign which was prosecuted 
by means of letters, about a score of 
retailers have been added to the rolls. 
This campaign will be pushed through 
the fall and winter and by the time 
the next annual convention is held, 
probably in Columbus, in May, 1929, it 
is believed that many more retailers in 
Ohio, West Virginia and Kentucky will 
be added to the membership list. 





Brown Suede and Blue 
Kid Strong in Columbus 





Business Better Than at This Time 
Last Year 


CoLumBus, OHIO (UTPS)—With the 
approach of cooler weather and the in- 
itiation of the fall season, there is a 
marked increase in the volume of shoe 
business done by the down-town shoe 
merchants and the footwear sections of 
the department stores. The fall sea- 
son is now in full swing and a survey 
of the situation shows that business is 
considerably better than last year at 
this time. In fact trade is better than 
in several years and there are bright 
prospects for a continuation of the 
good trade for several months to come. 


Suedes, mostly in brown, are 
proving to be the best sellers with 
blue kids next in order. Novelty 
shoes, especially suede and lizard 
combinations, are moving freely 
while patents are not showing their 
customary activity. This is be- 
lieved to be caused by the extra 
long run patents had in the spring 
and early summer season. There 
are many showings of fancy shoes 
for evening wear, especially silver 
and brocaded slippers. 


Joseph Ryan, manager of the shoe 
departments in the Fashion and the 
C. C. Winans Co. reports the best de- 
mand for suedes, both black and brown. 
Blue kids are the next best sellers at 
this store and reptile skins are next. 
One of the best selling novelties is the 
suede and lizard combinations. Fre- 
quent calls are received for Java brown 
kids and Mat kids. Mr. Ryan says the 
heels range from 14 to 20 eighths in 
height. The gore cut pumps and center 
buckle effects are becoming quite popu- 
lar. Plain one-strap effects are also 
selling quite well. Cutouts are selling 
but the styles are different from the 
summer season in that the designs are 
of smaller size and more conservative. 

Max Holmes of the Columbus Walk 
Over Shoe Co. reports a decided de- 
mand for brown suedes and alligator 
skins. Patents are selling fairly well 
for the first part of the season. Heels 
remain rather low and the lasts are 
practically the same as during the sum- 
mer season. 

V. C. Wene, manager of the More- 
house-Martens shoe department, re- 
ports a decided increase in trade dur- 
ing the early part of September with 
business about 35 per cent ahead of 
that of last year. Brown suede and 
lizard combinations are the headliner 
with his company followed by alligator 
and other reptile effects, blue kids and 
patents. There are also many calls for 
the brown kids which appears to be 
one of the best prospects for later in 
the season. The three-eyelet tie and 
buckle effects are both popular. 

J. M. Armour, manager of the Chis- 
holm shoe store, reports trade tending 
largely to novelties with brown suedes 
and blue kids taking the lead. Com- 
binations of suede and reptile skins are 
also selling well. 

The Columbus Petot store is selling 
quite a few suede and reptile combina- 
tions as well as alligators. The latter 
are being shown in large numbers and 
are showing an increased demand. 








Big Business 
Small Space 


Detroit, Mich—‘“More shoe 
sales per square foot than any 
other shoe store in the country,” 
is what is said about Bloomberg, 
Marks & Bloomberg’s leased de- 
partment in the Majestic Shop. 
It has only 500 feet of selling 
space, yet seven regular shoe 
salesmen and seven more Satur- 
day extra men are kept busy sell- 
ing short-vamp popular priced 
novelties to the young trade. One 
reason why the girls like this 
shop so well is that on account 
of the extreme styles handled, 
one never sees an older woman 
in there. This store never holds 
a sale, but sells its short lines 
either by the P. M. route, or in 
its other store around the corner. 











“Fashion Week” Boosts 


Sales in Boston Stores 


Boston, Mass.—The retail shoe trade 
of this city has been brisk during the 
past “Fashion Week.” Department 
stores selling shoes featured them 
prominently with other items of ap- 
parel displayed. One establishment de- 
voted one of its large windows to a 
figure of the bride, wearing the tra- 
ditional white satin gown and veil, and 
white satin step-ins with tulle rosettes 
and white chiffon hosiery. As a result, 
many plain white satin pumps and 
white chiffon hosiery moved well; 
bridesmaids bought white satin shoes 
also, and had them dyed to match their 
gowns; white velvet and moire pumps 
also sold well for weddings. 


Exclusive retail shoe _ stores 
showed their merchandise attrac- 
tively, and cooperated well in “The 
Fashion Week” movement. Suede 
and reptile ties and straps are 
among the best sellers; many 
modernistic angles are introduced 
in footwear trims and form one of 
the best shoe selling arguments, 
say the merchants. 


The children’s shoe trade is exception- 
ally good. Special appeals are made by 
merchants, through newspaper ads, and 
trims, to the purses of the public, by 
attractively presented boys’ and girls’ 
shoes and hosiery; reports show that 
parents usually wait until about the 
last week or two in September before 
they purchase children’s shoes in vol- 
ume. One of the popular numbers in 
a young boy’s “smart” school shoe is a 
tan Norwegian grain oxford, with soft 
toe and full wing tip, medium weight 
sole. 

There are many bargain sales on 
men’s, women’s and children’s shoes, 
they being offered in connection with 
store expansion or retirements from 
business; or in the getting rid of sum- 
mer odds and ends, but the general 
tendency on the part of the retail shoe 
merchants of this city is to talk quality 
of material, construction and fitting, 
through good publicity; those who are 
pursuing this policy report satisfactory 
business gains. 
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See the Hoffert 
Italian Toe Slip- 
per with the new 
Korry Krome sole. 


“HE 
One Dancing School Creates a 
Worthwhile Business for You 


HE Hoffert Italian Ballet slipper, with its new 

improved sole and last, is certain to be more 
popular than ever with schools and students this 
coming year. 


If your city has one or more dancing schools, the 
Chicago Theatrical Shoe line will be a profitable 
one for you. 


Write for details of exclusive agency, and adver- 
tising tie-up. 


Chicago Theatrical Shoe Co. 





209 So. State Street, Chicago, U. S. A. 
~\ “a 











Imported 
English Field Boots 


IN STOCK 


Made of high grade willow 
calf, heavy sole, full leather 
lined blucher cut, six eyelets, 
straight leg. A boot that can 
be properly worn for dress or 
field service. Your trade will 
recognize a splendid value in 
this boot. In stock—C widths 
—7 to ll. D widths—5\% 
to 12. 










Our new catalogue will be sent 


on request 
Style B-89 $19.50 
Per Pair 





COLT-CROMWELL CO., INC. 
1239 BROADWAY NEW YORK CITY 
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“THE CHROM-ART” 


GENUINE CUT STEEL ORNAMENTS 


THAT ARE DIFFERENT 


CHROM-ART—Genuine Cut Steei Ornaments are unlike any cut steel 
ornament yet produced. More beautiful because to the natural beauty 
of cut steel is added the beauty of varied and permanent color back- 





ground. More artistic because the patterns develop a new thought. 
More marketable because the prices are extremely reasonable. You 
need to see the buckles themselves to know. 


May we send you a sample selection at our expense—both ways. 








No. 621—Black and Any Color Combination De- 
sired as Blue, Wine, Green, Pearl, Etc. 
Price $3.50 Per Pair 


S. RIVELIS 


IMPORTER AND MANUFACTURER OF GENUINE CUT STEEL ORNAMENTS 
1118 N. Third St. 


Philadelphia, Pa. 
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aX 
Years of 
O. K. Service 


Year after year merchants buy 
Greeley Boudoirs, knowing they 
are standard in quality and 
comfort. In black or colors, 
with leather or rubber heels. 






IN 
Ask your jobber and if 
STOCK he can’t supply, write us. 
36 Pair Cases 








A. W. GREELEY 


soy } a 
yd 12 Duncan St. - - - Haverhill, Mass. yf 








NO, WILLIAM! 


SADDENING AGENTS are not those eggs who pull door bells 
out by the roots and thus ruin the good wife’s entire day. 

In the Shoe and Leather Lexicon SADDENING AGENTS are 
defined: “Addition of substances during dyeing to produce duller 
shades.” 


Just one of the hundreds of bits of information in this 
valuable book which a smart salesman can casually slip to the 
customer—increasing the latter’s confidence in his ability to 
sell the right shoes. 


This Sales-Making Tome 
Costs Only Fifty Cents 
(Cash with orders, please) 


Boot and Shoe Recorder Publishing Company 
207 South Street, Besten 
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Craig and Waldrop 
Go with Charlotte, Inc. 


ATLANTA, GA. (UTPS)—With the 
completion of the new extension for 
Charlotte, Inc., at 220 Peachtree Street, 
a shoe department in this fashionable 
shop has been opened. 

James L. Craig and J. B. Waldrop, 
two of Atlanta’s best-known shoe men, 
will be in charge of the new depart- 
ment. Both Mr. Craig and Mr. Wal- 
drop bring to the organization wide 
experience and an expert knowledge 
of shoe fitting. Mr. Craig has for the 
past five years been manager of the 
shoe department for the Keely Depart- 
ment Store, while Mr. Waldrop was 
formerly manager of the Arch Pre- 
server shoe shop on Alabama Street. 

The new department will feature the 
Selby Arch Preserver shoe with a style 
line which will meet the most exact- 
ing tastes. Associated with Mr. Craig 
and Mr. Waldrop will be V. P. Finger, 
another well-known shoe man, and Mrs. 
Charles Fincher, who will have charge 
of the hosiery department. 





“Convenient” Men’s Shop 


Detroit, MicH.—The new Bostonian 
Shoe Store recently opened in the 40- 
story Barlum Tower is spoken of as 
the most convenient men’s shop in the 
city. Through the unique mirror ar- 
rangements, a salesman sitting in any 
part of the store can see any of the 
three entrances. An absolutely new 
treatment of interior finishing gives 
the store a most pleasing appearance. 
It is called a high lighted rubbed lac- 
quered finish on the American walnut. 
By keeping the battery of back wall 
cases lighted all night makes the store 
quite inviting, although it is closed. It 
is interesting to note that in the few 
weeks the store has been open the 
average sale price per pair has been 
about a dollar more than the Michigan 
Avenue store of the same company. 
George E. Brockett is manager. 





New Store for Steele 


ATLANTA, GA. (UTPS)—The J. O. 
Steele Shoe Company has leased a store 
at 168 Peachtree Street, N. E., and is 
completely renovating it as a modern 
shoe shop. The store, which is located 
directly across the street from the 
Howard Theater, is in the center of the 
new business section of the city, and 
will be opened on or about Oct. 1, it 
is announced. This will be the third 
store to be opened in this short busi- 
ness block, the other two being the 
Hanan store and the new Chandler 
shoe shop. 


J. E. Marott Returns 


INDIANAPOLIS, IND. (UTPS)—J. E. 
Marott of the Marott Shoe Company, 
has just returned from a three months 
trip abroad, visiting England, Ger- 
many, Holland and France. Mr. Marott 
took the trip for the purpose of im- 
proving his health, and was accom- 
panied by his wife. From all appear- 





That Oriental Touch 


Stimulates Interest 


Cedar Rapids, Iowa (UTPS)— 
A touch of the Orient has invaded 
the Beacon Shoe Co.’s display 
windows here to introduce to the 
public, the new Java Browns in 


pumps and oxfords. In an at- 
tractive setting of mellowed 
_browns and_ yellows, quaint 


Japanese sandals sit side by side 
with the American creations, and 
cards lettered in Japanese style 
proclaim the fashion trend. 

In the window as an educa- 
tional feature which attracts al- 
most all passers-by is an Orien- 
tal collection belonging to Mr. 
and Mrs. Frederick Ockooneff, 
who travel extensively in the Far 
East. The Japanese sandals are 
their property and are equipped 
with thin rubber heels and felt 
soles. The uppers of the shoes 
are made of straw matting close- 
ly woven. 

In the collection are also, a 
Chinese pipe, a lantern taken 
from a Buddhist temple in 
Japan, an ancient Korean cash 
box, formerly property of a 
nobleman, and numerous other 
articles of absorbing interest. 
Albert Henry, display manager 
for the store, declares that the 
window has attracted much more 
attention and produced more re- 
sults than the conventional style 
of display. 











Walk-Over West Palm 
Beach Store Wrecked 


BROCKTON, Mass.—The Geo. E. Keith 
Company has received word from its 
representative from West Palm Beach, 
Fla., that the recent disastrous hurri- 
cane there wreaked havoc in the Walk- 
Over store conducted there by Edward 
Baker. Edward Chalker, manager of 
the store, sent a wire in which he said 
that all the display windows were 
blown in and that one-third of the stock 
was ruined. Typical of Walk-Over 
courage, however, he reported that em- 
ployees of the store rapidly were clear- 
ing the débris and that the store would 
be rebuilt and the stock replenished as 
fast as was humanly possible. 

Horace and Walter Baker, Walk- 
Over representatives through Florida, 
who operate stores at Miami and Or- 
lando, reported the two stores were not 
damaged by the hurricane. 





New Peggy Lee Shop 


St. Louis, Mo.—Charles G. Harri- 
son, manager of the Peggy Lee Slipper 
Shop, recently opened at 609 Locust 
Street, reports the first month’s busi- 
ness as excellent. The store features 
Rice-O’Neil shoes exclusively, selling 
at $7.50 to $10. There are 42 seats in 
the store, with fixtures of walnut and 
paneled etched mirrors on each side of 
the store. A hosiery counter and dis- 
play case is at the left of the entrance. 
A taupe colored carpet covers the en- 
tire floor. The office is located on the 





ances he was greatly benefited. 





balcony in the rear of the store. 





Largest Ground Gripper 


Store Opens in Detroit 


DETROIT, MicH.—The new store of 
the Gordon Shoe Co. just opened at 
1255 Griswold Street is the largest 
shoe store in the country carrying an 
exclusive line of Ground Gripper shoes. 
Two other Ground Gripper stores are 
also operated in the city by this firm. 
A feature for stores of this character 
is the large children’s department in 
the balcony devoted wholly to the sale 
of corrective shoes. 

A new hosiery department is soon 
to be opened. This department will 
carry a general line of women’s and 
men’s stockings. 

Fixtures of the new store are of 
American walnut with chairs of the 
same wood. Red leather seats in the 
chairs give a cheery tone to an already 
attractive shop. Credit for the interior 
decorations, laying out of the store, 
etc., goes exclusively to Mrs. W. M. 
Parker, a partner in the firm. 





A Hot Campaign 


INDIANAPOLIS, IND. (UTPS)—The 
annual election of the Marott Mutual 
Benefit Association will be held Oct. 
10 after business hours. Three tickets, 
namely, Bull Moose, Flying Cloud and 
Gold Standard are striving for the vic- 
tory. From now on there will be a lot 
of electioneering going on during the 
noon hour. The association has been 
very successful and every employee of 
the store is a member. In connection 
with this protection during sickness, 
the company carries group insurance on 
all employees in case of death. 





Clearing House Quits 


SAN JOSE, CaL. (UTPS)—The Shoe 
Clearing House, 125 South First Street, 
is closing out business, and featuring 
its entire stock of footwear for women, 
children, men and boy’s in a tremen- 
dous reduction sale, with many pairs 
of high class shoes clearing out at less 
than half price. 

The firm established its business sev- 
eral months ago in the location former- 
ly occupied by the Fashion Bootery. 


Shoes in “Fall Festival’ 


LEXINGTON, Ky. (UTPS)—Special 
shoe displays will be made at the Fall 





‘Fashion Festival by Nisley’s, Stansi- 


fer’s Booterie, Baynham’s, and I. Mil- 
ler’s. Mr. Burkhart, manager of Nis- 
ley’s, and who represents the shoe men 
on the Board of Commerce, said: “‘The 
newest and best styles will be displayed 
on live models.” 

Department stores taking part will 
display their shoes in connection with 
their other displays. 





Change Store Name 


Detroit, Micu. (UTPS)—The shoe 
department of the Majestic Shops, 1031 
Woodward Avenue, at Michigan Ave- 
nue, which has been operated by Bloom- 
berg, Marks & Bloomberg, Inc., will 
henceforth be known as the Majestic 
Shoe Shops. Samuel J. Bloomberg is 





manager of the shoe shop. 
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Haverhill 
Shipments 
Break Record 


HAVERHILL, Mass.—With shipments 
for the month of August reaching 51,- 
965 cases, the local industry is believed 
to have achieved a record never before 
equalled in a like period. The number 
of cases shipped in August is the larg- 
est to be recorded by the Haverhill 
Chamber of Commerce since 1925 when 
compilation of shipments was first be- 
gun. Shipments for August, 1927, 
were 42,177. March, 1928, had a rec- 
ord of 49,218 cases shipped from the 
city. 
High records of employment and 
production continue to be maintained 
this month, no general slackening being 
reported. The business is largely on 
cheap and medium grade McKays. The 
turn industry is showing improved con- 
ditions, with the high grade turn plants 
showing the better volume. The plainer 
types of shoes have moved much better 
than expected. Smartness and sim- 
plicity characterize the fall shoes. 

It is stated by union officials that the 
shoe crafts are more generally em- 
ployed at full-time than in several 
years. 


Arnold’s Holds Big 
Sales Conference 


NorTH ABINGTON, Mass.—Conclud- 
ing a successful sales conference con- 
ducted through to Sept. 14, salesmen 
representing the M. N. Arnold Shoe Co. 
now are in or on their way to their 
respective territories for what prom- 
ises to be one of their busiest years 
with a versatile line of goods. 

W. Percy Arnold, president of the 
company, welcomed the men, presided 
at most of the sessions, and distributed 
the season’s awards for excellence in 
sales at the big dinner served for the 
men at Scituate. Prizes distributed 
were as follows: Biggest volume of 
business, Paul Pontius; season’s quota 
contest, F. G. Deitsch, Paul Pontius, 
L. L. Fitch and E. S. Bearce; June 
quota contest, T. G. Fitch, K. Fred 
Pitcher, A. V. Rooney, D. 'C. Arnold 
and C. N. Fitch; Class A, Paul Pontius, 
C. N. Fitch, A. V. Rooney, W. J. Love- 
joy and T. G. Fitch. 

Ernest L. Strout outlined the subject 
of Credit and Collections; Dwight C 
Arnold explained prospects for the 
Glove Grip line the company features 
on the Pacific Coast, and R. Stabley 
Arnold, stock department manager, out- 
lined the in-stock numbers. 

Thursday a comprehensive adver- 
tising campaign was presented by C. R. 
Marshal, of the N. W. Ayer & Son 
agency of Philadelphia, and Burton L. 








They Want to Know 


Merchants ask us where to buy 
shoes and other store merchan- 
dise. In this space we list the 
following typical inquiries: 

H 1396 Wants men’s calf welts in 

stock, for less than $4, 

wholesale. 

H 1397 Want women’s in stock Mc- 

H 1398 Kays to retail $3, $3.95, $4.95, 
95.95, $6.95 

H1399 Wants young men’s novelties 
retailing $5 to $7. 

H 1400 Wants women’s shoes, whole- 

sale $1.50. Also men’s and 

bors. tan shoes wholesale 


Wants women’s shoes to re- 
tail $5, $6, and $7. 

Wants skating shoes. 
Wants children’s and 
fants’ medium grade stitch- 
downs and welts for jobbing 
trade. 

Wants ballet and dancing 
slippers. 

Wants men’s and women’s 
bowling shoes. 
Wants football 
athletic shoes. 
Wants men’s dress and work 
shoes, large sizes and nar- 
row widths. 

Wants officers’ black 14-inch 
dress boots. 

Wants women’s riding boots 
to retail $10 to $14.50. 

Wants girls’ arch support 
shoes in medium heels to 
retail $7.50 to $8. 

Interested parties may have 
names on request to Information 
Department, Boot and Shoe Re- 
corder, Chamber of Commerce 
Building, 80 Federal Street, Bos- 
ton, Mass. 


in- 


H 1404 
H 1405 
H 1406 
H 1407 


and other 


H 1408 
H 1409 
H 1410 











Wales, sales and advertising manager, 
discussed displays. Mr. Wales also out- 
lined plans for a window display con- 
test open to Glove Grip stores and agen- 
cies. S. J. Andrews told of the plan 
for dealer helps and mail advertising. 

A feature of the convention was the 
presence of two of the company deal- 
ers, W. C. Rinker, of Akron, Ohio, and 
Frank Branagan, of Steubenville, Ohio. 

Salesmen on the roll this sane are: 
Dwight. C. Arnold,* C. N. Fitch, G. 
Fitch, F. G. Deitsch, L. L. Fitch, 5 L. 
Pontius, Ww. J. Lovejoy, K. Fred 
Pitcher, A. V. Rooney, E. S. Bearce, 
and Stanley Keene. 


Roger Selby Abroad 


PortsmoutTH, OHI0 (UTPS)—Roger 
Selby, president of the Selby Shoe Co., 
sailed from New York, Sept. 22, on the 
steamer “Franconia” for a "several 
weeks trip in Europe and England. He 
will look after affairs for the Selby 
Shoe Co. and will spend the greater 
part of his time in London, with a 
flying trip to the Continent. He was 
accompanied by Mrs. Selby. 
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Co-Ops Buy Factory 


BRIDGEWATER, Mass.—The Bridge- 
water Workers’ Cooperative Associa- 
tion has purchased of the M. N. Arnold 
Shoe Co. of North Abington the former 
Giard Shoe Co. factory, near the rail- 
road station, and just as soon as it can 
be equipped for manufacturing, work 
will be started there. 

The Cooperative Association has been 
conducting a very successful shoe busi- 
ness for several years, and the venture 
has met with such success that its pres- 
ent factory has proved inadequate for 
several months. The concern has been 
working well into the evenings for some 
time in order to keep up on its orders. 

The Arnold Shoe Co. has owned the 
factory for many years, and more re- 
cently it was used by the Giard Shoe 
Co., which liquidated some months ago 
because of internal differences among 
the stockholders. 


Boston Factories Active; 
Using Less Patent 


Boston, Mass.—Factories continue 
their activity, making a wide variety 
of grades and patterns. In the women’s 
low-priced novelty lines, black velvet 
and patent are used in combination; in 
the higher grades, black suede and pat- 
ent are among the new straps and 
step-ins being made for immediate 
delivery. 


Less patent leather is being cut 
for women’s shoes than at this time 
last year. Brown and black suedes, 
kid and calf, are very strong in 
numbers for immediate delivery. 
Reptile trims are as much in de- 
mand as ever. 


Women’s factories making cheap 
shoes report a difficulty to get labor at 
the prices which they are offering. It 
is thought by factory superintendents, 
however, that when the beach and 
mountain seasons have definitely closed 
this difficulty will be relieved. 

In men’s lines, one may note many 
high calf leather shoes coming through 
the works for the winter trade. Makers 
of men’s shoes are also using many 
prints, as well as genuine alligator and 
other reptile leathers for sport shoes; 
salesmen displaying men’s sport shoe 
lines in this market report that it looks 
to them like a prosperous 1929. A con- 
cern making medium-priced men’s shoes 
in a nearby city, with Boston sample 
room, reports that 80 per cent of its 
output is on black calf. 

Midnight blue kid continues the best 
current women’s shoe seller. It is re- 
garded by the trade as a staple, rather 
than a novelty number, say some manu- 
facturers; others are not decided 
whether it will remain in vogue for 
some time or whether the public will 
“switch” back to all black for the dark 
shades. Blue, green, and wine, shades 
of suede are selling well. Black and 
brown suede leathers are favorites. 
Brown, blue, and cherry patent leather 
are in good call. Men’s weight calf is 
growing stronger in the demand. 
Black patent leather is being liberally 
sampled, and more interest on the part 
of manufacturers of men’s, women’s 
and children’s shoes is being manifested 
in this shoe material than for some 
weeks past. 





Chas. T. Heald Head of 
Shoe and Leather Fair 


Boston, MAss. 
—The annual 
meeting of the 
Boston Shoe and 
Leather Fair 
Corporation was 
held at the rooms 
of the New Eng- 
land Shoe and 
Leather Associa- 
tion, Boston, 
Sept. 19, with 
about fifty stock- 
holders repre- 
sented in person 
or by proxy. 

President William H. Bresnahan pre- 
sided, and in the course of his report 
covering the results of the 1928 fair, 
July 9, 10 and 11, stated that this was 
in every way the most successful of the 
nine that have been held. Treasurer 
Charles C. Hoyt made a satisfactory 
financial report and the stockholders 
voted to thank Mr. Hoyt for his public- 
spirited services as treasurer of the 
fair during the past nine years. 

After the annual report of Secretary 
and Executive Director Thomas F. An- 
derson had been presented, committee 
reports were made by the various chair- 
men, Major Charles T. Cahill for the 
Exhibits’ Committee, Charles T. Heald 
for the Publicity Committee, A. F. Ban- 
croft for the Style Revue Committee, 
Paul O. MacBride for the Hospitality 
Committee and Thomas A. Delany for 
the Registration Committee. Mr. De- 
lany reported that during the three 
days 8500 persons, largely visiting 
buyers, attended the fair. 

On recommendation of the Nominat- 
ing Committee, Charles C. Hoyt, of the 
National Fabric and Finishing Co., 
Boston, was re-elected treasurer, and 
Thomas F. Anderson of Boston was re- 
elected secretary. The following board 
of directors for 1928-29 was chosen: 

Albert F. Bancroft, Bancroft Walker 
Co., Boston; Frank M. Bohr, Munroe 
Shoe Co., Inc., Auburn, Me.; Everett 
Bradley, Bradley-Goodrich Co., Inc., 
Haverhill, Mass.; William H. Bresna- 
han, Bresnahan Shoe Co., Boston; 
Charles T. Cahill, United Shoe Machin- 
ery Corporation, Boston; Alfred W. 
Donovan, E. T. Wright & Co., Inc., 
Rockland, Mass.; Fred F. Field, Jr., 
Field & Flint Co., Brockton, Mass.; 
Charles T. Heald, The Stetson Shoe Co., 
Inc., South Weymouth, Mass.; Harland 
P. Leighton, Colella & Leighton Shoe 
Co., Lynn, Mass.; Paul O. MacBride, 
(Milford Shoe Co., Milford, Mass.; Her- 
bert T. Drake, W. L. Douglas Shoe Co., 
Brockton, Mass.; Burt W. Rankin, 
Hunt-Rankin Leather Co., Boston; D. 
Frank Quigley, Conrad Shoe Co., Brock- 
ton, Mass.; F. Rollins Maxwell, Thomas 
G. Plant Corporation, Boston; James 
E. Wall, Wall-Streeter Shoe Co., North 
Adams, Mass. 

Following the stockholders’ meeting, 
the newly elected board of directors 
met and unanimously elected Charles 
T. Heald of The Stetson Shoe Co., Inc., 
South Weymouth, Mass., president, and 
Paul O. MacBride of the Milford Shoe 
Co., Milford, Mass., Major Charles T. 
Cahill, of the United Shoe Machinery 
Corporation, Boston, and Charles Ault, 
of Ault-Williamson Shoe Co., Auburn, 
Me., vice-presidents. 





Chas. T. Heald 
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In Steck $3 to $6 
sellers New Polka 


Dot Silk!! 


Latest sensation in 
ladies’ novelty foot- 
wear. Send for 
circular. 


Samuel Cohen 
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72 Lincoln St., Boston, Mass. 
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WHERE TO BUY 
Shoe Buckles & Fabrics 
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Tinsel Shoe Fabrics 


CRACOVANER 
389 FIFTH AVE., NEW YORK 
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MAISON MANN, inc. 


“Decidedly Different” 
Importers and Manufacturers 


Cut STEEL 
BEADED-R.HINESTONE 
3 West 29th St., New York 4 
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“ELAM’”’ 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 

Boston Office: Statler Bldg., Room 532 
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WHERE TO BUY 
Ballet Slippers 





Sumith 

@ALLeTs 

Rights and Lefts 
Two Grades 


Wos. Miss. Ohi. 
$1.50 $1.45 $1.40 
1.85 1.80 1.25 


In Stock 
325 West Monroe 


wih. 
SUMNER 
SMITH 
Chicago, Tl. 








BROOKS’ BALLET 
SLIPPERS 
IN STOCK 


Made on 
Right and 
Left Lasts 


No. 600—Black Kid 
Women’s Misses’ 
$1.45 $1. 
White Kid—30c. extra 
Coast Prices Slightly Higher 
BROOKS SHOE MFG. COMPANY 
1725 No. Gth St., Philadelphia, Pa. 


Western Distributing Branch 
1162 So. Hill St., 
Los Angeles, Calif. 


Childs’ 
$1.35 














Im Stock Black Bal- 
let Slippers 
Ladies’ $1.25 pr. 
Misses’ $1.20 pr. 
Childs’ $1.15 pr. 
BLOG SHOE CO., INO. 
147 Duane &5t., 
New York, N. Y. 











BALLET SLIPPERS—IN STOCK 
of the unusual kind 
6102 Bik. Kid Hand Turn 

Soft Toe 


Child’s 6 to 11—$1.35 
Misses 11% to 2— 1.40 
Women’s 2% to8— 1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 
Specialists in Ballet Manufacture 








241 No. 11th St., Philadelphia, Pa. 





Cincinnati Factories 
Cutting Colored Suedes 


CINCINNATI, OHI0.—Shoe factories 
in this section maintained a fair rate 
of production the first three weeks of 
September and some of them expect to 
keep this up into October. One large 
manufacturer reported that production 
figures at his plant for September 
would be practically as high as those 
for August or July. 

Black and brown suede has assumed 
almost a place of leadership and mer- 
chants continue to send in nice orders 
for this. A large part of the output 
of several local factories is suede, some 
of which is green and red. Suede is 
not expected to flare up and then die 
out as it has done at times in the past. 
but a consistent demand is anticipated 
through fall and winter. 

Oooze calf seems to be gaining pop- 
ularity and black kid is being ordered 
rather freely. Black patent continues 
in demand, but one factory official says 
that kid, calf and alligator are all gain- 
ing on the shiny leather. Blue kid is 
getting plenty of attention in factory 
orders and there is a conservative de- 
mand for reptiles. 

The pump is a great favorite, espe- 
cially when equipped with some kind 
of an ornament. One of the biggest 
sellers at one factory is a gore pump 
with 18/8 heel and a sparkling throat 
ornament two inches square. The de- 
mand for tongueless ties is increasing 
and the heel demand is much more di- 
versified than it was two months ago. 


Robinson-Bynon Opens 
Branch Stock Department 


AUBURN, N. Y.—Oliver D. Powell, 
sales executive of Robinson-Bynon Shoe 
Company, Auburn, N. Y., has just re- 
turned from a trip to St. Louis and 
Cincinnati, where he discussed sales 
problems with the company’s represen- 
tatives in those two centers. Particu- 
lar emphasis is being placed on the new 
Robyn Health-Mode line of corrective 
shoes for which exclusive agencies are 
being established. A stock department 
is maintained at the factory. 

The factory at Auburn has been 
operating at capacity for several 
months and orders now on hand indi- 
cate that full production schedule will 
be maintained for the next two months. 

In order to take care of the rapidly 
increasing business on the Pacific 
Coast, a new branch stock department 
has been opened up at Portland, Ore. 
This will be under the direction of 
Harry O. Rice, who has been the Robyn 
representative in Oregon and Wash- 
ington. The stock department at Los 
Angeles, 218 E. Eighth Street, will be 
continued, with Merton E. Briggs in 
charge. 


C. S. Sisson Dead 


PROVIDENCE, R. I. (UTPS)—Charles 
S. Sisson, of Oaklawn, R. I., and former 
shoe dealer in this city, died within the 

ast few days. Mr. Sisson came to 

rovidence from Mystic, Conn., and en- 
gaged in the shoe business. Later he 
conducted his own business at 47 Pine 
Street, this city. When this was taken 
over by the Hood Rubber Company, he 
engaged in the jobbing business. 





Shoes and Planes 


CoLumBus, OHIO (UTPS)—One of 
the chief backers and incorporators of 
the Columbus Aircraft Carporation, 
chartered Sept. 17 with a capital of 
2500 shares of no par stock, is G. Edwin 
Smith, president of the G. Edwin Smith 
Shoe Co., operating large shoe factories 
in Columbus and Newark, Ohio. Mr. 
Smith has been very much interested in 
aircraft and has undertaken to manu- 
facture them in large numbers. The 
company will make a four-passenger 
closed model. The factory will be lo- 
cated at 767 North Fourth Street. 


Ault-Shackford Shoe Co. 
Organized in Auburn, Me. 


AuBuRN, Me. — Announcement is 
made of the establishment of the Ault- 
Shackford Shoe Company in Auburn. 
This company will manufacture a line 
of women’s Goodyear welt shoes to re- 
tail from five to six dollars. 

The officers of the company are as 
follows: Charles Ault, president; Rich- 
ard P. Boothby, vice-president; Lester 
B. Shackford, treasurer; A. D. Esta- 
brook, clerk, director and manager of 
sales; John H. Cross, director and man- 
ufacturer. 

The Ault-Shackford Shoe Company 
will operate in Auburn, in a large plant 
which has been producing women’s 
Goodyear welt shoes for over forty-five 
years. The output will be sold to the 
retail trade all over the United States 
and Canada through a staff of twenty 
traveling salesmen. The line will be 
made up in black kid, patent leather 
and calf, and brown kid and calf. It 
will be an arch supporting line, and all 
of the styles will be carried in stock at 
Auburn, Me.. and St. Louis, Mo. 

It is expected that the line will be in 
the hands of the traveling salesmen 
about Oct. 1. 


United Last Company 
To Handle Fairy Forms 


Boston, Mass.—Beginning Oct. 1, 
1928, the United Last Co. will act as 
representatives for the Shoe Form Co. 
of Auburn, N. Y., producers of the well 
known patented Fairy Forms. 

“We believe,” says a statement issued 
by the company, “that a correctly 
formed shoe builds business, because 
the style and fitting features of the last 
are preserved by Fairy Forms in the 
samples during the entire selling sea- 
son. The perfect reproduction of lasts 
by Fairy Forms, their light and airy 
nature, leads us to believe that they 
will help to sell more shoes.” 


Peters Left $4,000,000 


St. Louis, Mo.—With the exception 
of $52,000 in bequests to charitable 
and public institutions, an estate valued 
at more than $4,000,000 left by Fred- 
erick W. Peters, one of the founders 
of the Peters Shoe Company and the 
International Shoe Company, who died 
Sept. 6, is to be divided among his 
widow and three sons under the terms 
of his will filed for probate here this 
week. The bulk of the estate consists 
of 43,000 shares of International Shoe 
stock valued at more than $3,000,000. 
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Enlarging Tannery 


HAVERHILL, Mass.—The L. H. Hamel 
Leather Co., large tanners of leather, 
both kid and sheepskins for shoe lin- 
ings, are now completing a large addi- 
tion to their local tannery. The com- 
pany is adding 13,000 square feet of 
floor space to the Essex Street plant, 
which already has a floor area of 120,- 
000 square feet. The construction work 
is being rushed for early completion, 
to enable the company to meet the pres- 
sure of business now necessitating 
double shifts. 


Lynn Factories Running 
Heavily on Suede Leather 


LYNN; Mass.—Suede shoes, chiefly 
black and brown, made up as much as 
75 per cent of the total production of 
one shop this month, and this looks 
like a record high production for this 
type of footwear. It is, however, an 
exceptional case. But it illustrates the 
trend toward styles more modest, for 
suede is not a strikingly bold leather. 
And it opens the way to the dictum of 
one authority that “too much style is 
worse than not enough.” 


The glove pump, of suede, patent and 


other material, and of the regent pat- 
tern, is another instance of the trend 
toward simplicity, as well as toward 
merchandise that is sure to sell. The 
style of this pump is had through the 
methods of its construction, which is a 
new mechanical process, yielding what 
is called “the airiest and most flexible 
shoe yet.” It fits to the foot like a 
glove to the hand, and brings out the 
beautiful lines of a shapely foot. 
There is no great change in the gen- 
eral style movement, and the familiar 
reports hold good that ballroom shoes, 
of which there are many, are of beauti- 
ful fabrics as well as silver and gold 
kid, that tweed and other sport types 
are selling, and that suedes and pat- 
ents are standard for street wear. A 
movement in bootees is expected, and 
some new models show fur trimmings. 


Dunn & McCarthy to 


Sponsor Broadcasts 


AuBURN, N. Y.—Beginning Sunday 
evening, Oct. 7, at 8 o’clock p. m. East- 
ern standard time, there will be an 
Enna Jettick period of music over the 
Blue Net Work of the National Broad- 
casting Company, including stations 
WJZ, New York; WBZ, Springfield; 
WBZA, Boston; WBAL, Baltimore; 
WHAM, Rochester; KDKA, Pitts- 
burgh; WLW, Cincinnati; WJR, De- 
troit; KYW, Chicago; WTMJ, Milwau- 
kee; KWK, St. Louis; WRHM, Minne- 
apolis-St. Paul; WREN, Kansas City; 
KOA, Denver. 

The program will be a musical one, 
consisting of oldtime songs that are so 
pleasing to hear and so lasting in their 
real popularity. Dunn & McCarthy, 
Inc., are sponsoring this Enna Jettick 
program. 


Craddock-Terry Dividend 


RIcHMOND, VA. (UTPS).—The Crad- 
dock-Terry Shoe Company of Lynch- 
burg, Va., will pay its usual dividend 
of 1% per cent on Oct. 1, the dividend 
aggregating $49,329. 








St. Louis Wholesalers 
Show Good Gains 


St. Louris, Mo.—With orders show- 
ing a decided bétterment in the large 
houses, enthusiasm again prevails along 
Washington Avenue. September ship- 
ments are equaling last year’s figures 
in practically all firms, and this is con- 
sidered a good omen, as September a 
year ago was one of the best months. 

Sales departments are extending 


themselves to keep abreast of last , 


year’s shipments and indications point 
to successful accomplishment. In the 
style departments there continues to 
be a heavy demand for patent leather 
shoes. One of the largest firms said 65 
per cent of their shoes were for patent 
in shoes that retail at $5, and 50 per 
cent in the $6 and $7 field. 

Orders have been rushed in from the 
territories for suede shoes and the first 
lot of merchandise of this type has been 
cleaned up. Brown is outselling black. 
Further betterment is noted in black 
satin, in crepes and in fancy brocades. 
Also much improvement in velvets is 
noted. 

Ornaments on pumps are immensely 
popular, as well as buckle straps. One 
shoe played three ways was reported 
as follows: Blue outsold a combination 
of suede and patent, and all-over suede 
was better than all-over patent. This 
is a very recent reaction and the com- 
ment is made on a high style shoe. In 
cheaper grades, style managers look 
for a continued demand for patent 
leather. 


Group Insurance Taken 


By Lawrence Employees 


Boston, Mass.—At the request of the 
Assembly, the National Leather Com- 
pany investigated the subject of group 
life insurance and was successful in 
making arrangements with the Aetna 
Life Insurance Company of Hartford, 
to issue a $3,000,000 policy to its em- 
ployees who are members of the Na- 
tional Leather Company’s Employees 
Benefit Association. 

There are 80 per cent of the total 
number of employees members of the 
E. B. A. which provides liberal pay- 
ments in case of disability, due to either 
sickness or accident, and which also 
carries a death benefit feature. The 

B. A. has been in effect in Peabody 


; for the past 15 years. 


Sargent-Anderson Is Now 
Donn D. Sargent Co. 


SALEM, Mass.—Donn D. Sargent Co. 
has succeeded Sargent-Anderson Co., 


: shoe manufacturers, in the Vaughan 
factories in Salem, Mass. The new firm 


is now producing novelty McKay shoes 
in popular grades at the rate of 1500 
pairs daily. “Ted” Ludington, sales- 
man for the company, is now on a 
Western trip. The Boston office is at 
195 Essex Street, which was the sales 
headquarters of the old firm. Donn D. 
Sargent is president and treasurer of 
the new corporation, and general man- 
ager of the business. Each employee 
in the company is a stockholder. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 
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Turn Mules and D’Orsays 
y Red, Blue, Green Kid and Patent D'Orsays 
$2.85. Mules $2.50. 
Satin linings to match. 
Padded satin socks. 
Men’s Turn Slippers $2.35. 
Full Lea. Linings 
THE RAYMOND FOOTWEAR CO. 
Haverhill, Mass. 
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meres _ 
Brees O* the Better Grade 
i 7 


" B),* 4 4 For the Better Trade 
{ " ae , i) Stl 
PRE Best-Ever\ 


® Slipper Con. 
ped Front St. 


i, 


PARISTYLE FOOTWEAR MFG. CO., INC. 
Factory and Salesrooms 
40-46 West 25th St., New York City 
$27.00 per doz. and up 





Catalog 
sent on 
request 


HIGH GRADE TURN MULES and D’ORSAYS 








Two Strap Sandal 
“Hand Turned” 
In Stock 
C to E—2%-9 
No. 3-2 at $2.35 
MORAN-HERMANN- 


MceMANUS, INC. 
Auburn, Maine 














Men’s All Leather House Slippers 
HAND TURNED— 
IN STOCK 


Everetts 
Golden Brown Kid 
—8 Iron Sole — 
Rubber Heel. 
Send for samples 
ROTH & ROSENBERG SHOE CO. 
Manufacturers 
124 N. 3rd St., Philadelphia 








DO YOU KNOW? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needa. 
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WHERE TO BUY 
Slipper Supplies 





POMPOMS AND ROSETTES 
The right merchandise at the right price. 
Samples sent on request. 
HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 











WHERE TO BUY 


Bowling Shoes 


os! 





BOWLING SHOES 
“Coast IN-STOCK 


Prices 
slightly Smoked Elk 


— $3.25 


BROOKS 
SHOE MFG. CO. 


1725 No. 6th St., Philadelphia, Pa. 
Los Angeles, 1162 So. Hill Street 





WHERE TO BUY 


Standard Shoe Material: 


est Virginia 


Made under the supervision of 
chemical and fibre experts. 
Pulp Product Department 
West Virginia Pulp& PaperCompany 
Detroit New 

















Colored 
Chrome 
Sides 


Beges & Cobb, Ine., 
Beston, Mass. 








The One 
Waterproof 
Leather That 
Takes and Re- 
tains a Polish. 


CREESE & COOK CO. 











Tanneries at Danversport, 95 South St., Boston, Mass. 





McBryde Remodeling 


Detroit, Micuo.—Work on the re- 
modeling of the upstairs women’s shoe 
department of the McBryde Boot Shop 
is progressing. New carpets, electric 
fixtures, cartoons and a repainting of 
the woodwork with the object of mak- 
ing the department lighter and brighter 
is the order. 





Rosenberg Gets Interest 
in William Marks Co. 


St. Louis, Mo.—Ben Rosenberg re- 
cently acquired an interest in the 
William Marks Shoe Company, St. 
Louis. He has taken on the title of 
vice-president and will act as style man 
and buyer. The William Marks Shoe 
Company is one of the young and ag- 
gressive St. Louis jobbing houses. 

Mr. Rosenberg has had twelve years 
of experience in the retail end of the 
shoe business. During the past three 
years he was connected with Shu-Stiles 
Incorporated, and Special Shoe Com- 
pany. He will make frequent trips 
to the East for the purpose of buy- 
ing novelty shoes. William Marks, 
president of the William Marks Shoe 
Company, reports that his business has 
shown a gain of close to 100 per cent 
over the corresponding period a year 
ago. 


Wholesalers Will Meet 


Oct. 8 in Atlantic City | 


Boston, Mass.—The annual meeting 
of the National Association of Shoe 
Wholesalers will be held at The Am- 
bassador, Atlantic City, N. J., Oct. 8 
and 9, with President Sidney J. Eis- 
man, Chas. Meis Shoe Company, Cin- 
cinnati, Ohio, presiding. 

Among the topics scheduled for re- 
ports and discussion are trade abuses, 
shoe tariff, styles, uniform accounting 
and advertising. 


M. W. Reed Dead 


INDIANAPOLIS, IND. (UTPS)—Marc 
W. Reed, who was one of the best 
known shoe travelers in the Central 
West, died at Cedar Lake, Ind., Sept. 
14, from Bright’s disease, and was 
buried at Crown Point, Ind., Sept. 18. 
Mr. Reed was associated with the Law- 
rence Shoe Company and the Roach 
Shoe Company until recently. He was 
associated during his time for a period 
of 45 years with the Krohn Fetchimer 
& Company at Cincinnati, Ohio, and 
was a member of the Indiana Shoe 
Travelers Association. Some of the 
well known shoe men in the trade were 
pallbearers, Sam Fetchimer of Cincin- 
nati, Will Farb of Wheeling, W. Va., 
Tony Schultz of Evansville, Ind., M. 
Fultheim of Fort Wayne, Ind., Sam 
Schwartz of Muncie, Ind. and Arthur 
G. Brown of Indianapolis Ind. 


N. C. Metter Resigns 


ToLepo, On1I0 (UTPS)—Norman C. 
Metter, who has been merchandise man- 
ager of the shoe department in the 
Lasalle & Koch Co. of Toledo for the 
past five years, has resigned that po- 
sition. He started as a buyer of shoes 
and later was made merchandise man- 
ager of shoes and a number of other 
departments. He has not announced 
his plans for the future. 








WHERE TO BUY 


Shoe Drawings 


aa Me oe rful 


WHERE TO BUY 


Store Fixtures 


HAVE YOU A COPY OF THE 
NEW GOODWIN CATALOG 
of SHOE STORE FIXTURES 
and STORE INSTALLATIONS 

< L. GOODWIN & CO., In«c 

Worcester, Mass 
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WHERE TO BUY 
Slipper Quilting 


6 a 








SLIPPER MANUFACTURERS, 
ATTENTION! 
We Do Quilting 
For good workmanship and 
quickest service see 


FENKART & SONS, INC. 
815 22nd Street Union City, N. J. 




















To Relocate Department 


Detroit, MicH.—At the present time 
the entire shoe division of the Crowley- 
Milner store is housed on the fourth 
floor. According to plans just decided 
upon, the women’s high-grade shoes will 
be sold in “the most beautiful shoe de- 
partment in the.city,” which will be 
located on the balcony of the main 
store. The medium-priced shoes will 
be transferred to the third floor, while 
the children’s section will remain where 
it is at present. George W. Snyder 
will be in charge of all the women’s 
shoes, as heretofore. 


Wood With Knights 


. OKMULGEE, OKLA. (UTPS)—W. S. 
Wood of Oklahoma City has become 
manager of the shoe department of 
Knight’s Ladies Wear store. Mr. Wood 
has had 10 years’ experience in the re- 
tail shoe business. 
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<p! &SAOP > 
WORKERS UNION 


union Fae 
Factory 








MR. DEALER: | 
Did This Ever Happen to You? 


RADE Unionists buy shoes from merchants whose shoes they know bear the 

Union Stamp. The average Trade Unionist looks for the Union Stamp and, if 

missing, will say nothing as he does not care to make himself conspicuous by 
arguing with the clerk. 








Shoe Manufacturers and Retailers cannot judge the demand for Union Made shoes by 
the number of actual requests. 


You must show the Union Stamp in order to enjoy the patronage of Trade Union- 
ists, their families and friends. 


BOOT & SHOE WORKERS’ UNION 
246 SUMMER STREET BOSTON, MASS. 
Affiliated with the American Federation of Labor 


COLLIS LOVELY CHARLES L. BAINE 
General President General Sec’y-Treas. 
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Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 80 Federal Street, Boston, Mass., on 

Monday of the week of publication in order that advertisements be published same week. 

Otherwise insertion will be put over to the following week’s issue. 

When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desires replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 


POSITIONS WANTED 


4c per word. Minimum Charge 75c. 


LINES WANTED 


4c per word. Minimum Charge 75c. 


ALL OTHERS 


Ze per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 


Five dollars per inch. Allow 45 words to an inch 





Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 

















SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











SALESMEN WANTED 


IN STOCK 


Infant, Child, Misses, Growing Girls 
Goodyear Welts 
On Commission Basis 
Can be carried with non-conflicting line 


Address D-710, care Boot & Shoe Recorder, 
80 Federal St., Boston, Mass. 





Salesmen Wanted 


to carry exceptionally strong line 
of felt and leather house slippers 
for holiday trade. In stock propo- 
sition. Only men with good follow- 
ing desired. Following territories 
open: Nebraska, Kansas, Iowa, 
Missouri, Arkansas, Oklahoma, 
North and South Dakota, Texas, 
Arizona and New Mexico. Liberal 
commission paid on monthly settle- 
ments. Give full details in first 
letter. Address D-716, care of Boot 
and Shoe Recorder, 80 Federal St., 
Boston, Mass. 








REPRESENTATIVES WANTED 


Looking for representatives to sell in the United States the WOVEN 
SANDALS of one of the largest Czecho-Slovakia factories. Address D-717, 
care Boot and Shoe Recorder, 239 W. 39th St., New York City, N. Y. 








We Want an Exceptional 
Salesman 


one who has a record in selling 
juvenile shoes to the representative 
department stores and associated 
Group stores in all sections of the 
country and to confine his efforts 
to this business. We have a com- 
plete line of moderate priced welts 
carried in stock and have a back- 
ground of a nationally known 
brand and a juvenile character rec- 
ognized by millions. To the right 
man a very attractive proposition 
can be made. Address D-714, care 
Boot and Shoe Recorder, 80 Fed- 
eral St., Boston, Mass. 








Side line salesman wanted 
by old established concern who can sell 
the finest and snappiest line of turn 
Mules and D’Orsays made. From New 
York through to the Middle West. Strict 
commission. No advances. State re- 
ligion and full particulars in first letter. 
Address D-722, care Boot and Shoe Re- 
conde. 239 W. 39th St., New York City, 


These Men’s Welts Will Sell 
Fast in Michigan and 
Indiana!! 


A real salesman can find money making 
proposition in this line of Fast Sellers; 
styled by the foremost authority in men’s 
shoes in the country; featured for several 
years by many best merchants. A won- 
derfully fast growing in-stock business 
with over sixty styles on the floor. Send 
full particulars to D-709, care of 
Boot and Shoe Recorder, 80 
Federal St., Boston, Mass. 


SIDE LINE salesmen wanted for the follow- 
ing states: North and South Dakota, Ne- 
braska, Kansas, Oklahoma, Alabama, Missis- 
sippi and Tennessee. Our line represents large 
designs of ‘shoe buckles and spats. Applicants 
must submit references with their first letter. 
Address D-672, care Boot and Shoe Recorder, 
189 W. Madison St., Chicago, Ill. 





SALESMAN for Southeastern Ohio. Must 
reside on territory and travel by auto. Chil- 
dren’s and Women’s Welts, McKays and 
Stitchdowns. Large stock department. Com- 
mission basis. Address D-697, care Boot and 
Shoe Recorder, 80 Federal St., Boston, Mass. 





WANTED 


Salesman with established trade to sell our 
line of snappy popular priced ‘‘In-stock”’ 
Juvenile Shoes in Michigan, Minnesota, Wis- 
consin, North Dakota, Illinois and Indiana. 
Liberal commission. Give full particulars and 
references in letter of application. H. H. 
Freeland, Inc., Rochester, N. Y. 











APPLICATIONS will be considered from 
Salesmen for territory throughout the United 
States, except Texas and Arkansas, by a manu- 
facturer of a medium and high grade line of 
Stitchdown Shoes. No objection to carrying a 
side line. Straight commission basis five per 
cent. References first letter. Signed: OLD 
DOMINION SHOE MFG. CORP., 407 East 
Canal St., Richmond, Va. 





ALESMEN to carry side line of rhinestone 
and cut steel buckles. Neat compact case. 
territories. 12%%4% commission. References in 
first letter. The Philgold a 236 West 

55th St., New York City, N. Y. 





Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 














ses wwrwrwvVte@mvrVvevea = ao 











September 29, 1928 


BOOT AND SHOE RECORDER 


111 














SALESMEN WANTED 


BUSINESS OPPORTUNITY 


WANTED TO PURCHASE 








WANTED —Salesmen by Eastern factory mak- 
ing popular priced men’s shoes. Full settle- 
ments monthly. Inquiries confidential. Ad- 
dress D-702, care Boot and Shoe Recorder, 80 
Federal St., Boston, Mass. 





SALESMEN—One of Brockton’s outstanding 
lines of young men’s $6 and $7 retailers is 
now open for representation in the Middle West, 
West, South and Southwest. Write for particu- 
lars. Address D-701, care Boot and Shoe Re- 
corder, 80 Federal St., Boston, Mass. 





WE have the States of Ohio and Indiana open 

: for a real salesman to sell our high grade 
misses’ and children’s welts. An attractive com- 
mission proposition. No objections to _non-con- 
flicting lines. Apply to Cleyborn Shoe Company, 
Millersburg, Pa. 





SALESMAN WANTED—For a man already 
established. Selling turns to the high grade 
retail trade. We have territory open. Line 
now consists of Women’s and Girl’s fine Good- 
year welts only. Connections to be on strictly 
commission basis. We are now represented in 
local Penfisylvania, New Jersey, Greater New 
York and New England territory. Those in- 
terested state where traveling, the line now sell- 
ing and give references. MRS. A. R. KING, 
INC., 811 N. 19th St., Philadelphia, Pa. 





SALESMAN, with following, to sell rhine- 
“stone shoe buckles to better retailers and 
jobbers, Excellent commission. Address D-721, 
care Boot and Shoe Recorder, 239 W. 39th St., 
New York City, N. Y. 








POSITION WANTED 


OUNG man (German) English speaking, 
6 years’ experience in Shoe and Slipper fac- 
tories, well trained and good knowledge of in 











Business Opportunity 


A Shoe Salesman for an old established 
house making trademarked line of women's 
shoes for retail stores, is retiring from 
the road, after twenty years of success. 
His selling area (the southwest), and his 
salen contract are open to the right man 
who has a substantial amount of cash 
with which to take over his investment 
in the Company. Address Box D-723, 
care Boot and Shoe Recorder, 80 Federal 
St., Boston, Mass. 











SHOE LOCATIONS WANTED — Chain 
Store and Wholesale Shoe Company are look- 
ing for 500 shoe department locations in Ladies’ 
Ready-to-Wear Stores and Department Stores. 
Address D-700, care Boot and Shoe Recorder, 
189 W. Madison Street, Chicago, II. 





TO BE SURE THAT YOU RECEIVE 


THE VERY HIGHEST PRICES 


for your retail odds and ends, entire 
or surplus stocks, ask us for our bid. 
(Estab. 40 years.) Cash transactions. 


New York Export Purchasing Corp. 
596 Broadway, New York, N. Y. 











It would be worth your while to get in 
touch with us before you sell any of 
our SURPLUS and DISCO 

as we have an extensive 
and domestic outlet for almost an 
in footwear. 


KIRSCH-BLACHER CO., Inc. 


624 Broadway, New York, N. Y. 














LINE WANTED 








Line Wanted 


Side line of Work Shoes wanted 
by experienced salesman to carry 
in conjunction with established line 
of Stitchdowns in State of Ken- 
tucky. Address D-725, care Boot 
& Shoe Recorder, 80 Federal St., 
Boston, Mass. 











and outside work, wants position as t 
to manager with good concern. A-1 references. 
Address D-726, care Boot and Shoe Recorder, 
80 Federal St., Boston, Mass. 





POSITION WANTED--As buyer and mana- 
ger of shoe store or department work by 
competent man in all branches. Have had 
twenty-eight years’ experience. Can furnish 
best of reference. I am a worker and producer. 
Prefer cities not less than twenty-five and up 
to fifty thousand. Address D-727, care Boot 
sod Shoe Recorder, 80 Federal St., Boston, 
ass. 





Chiropodist and Shoe Man 


Young man, married, age 30, ten years’ 
retail selling experience, is open for propo- 
sition with manufacturer or retail shop. 
Willing to travel anywhere with ortho- 
pedic line. Address D-720, care Boot and 
Shoe Recorder, 239 W. 39th St., New 
York City, N. Y. 








SALESMAN with big following among whole- 
sale and chain stores wants to connect with 
a reliable manufacturer that can produce Little 
Gents’, Youths’ and Boys’ Goodyear Welt and 
McKay shoes. Reference furnished. Address 
D-713, care Boot and Shoe Recorder, 239 W. 
39th St., New York, N. Y. 





LINE WANTED for Michigan and Ohio by 
a Salesman who can furnish the best of 
references. Prefers line of Women’s popular 
priced Névelties that can handle large accounts 
as well as others. Address H. F. Behrle, 
Oxford, Michigan. 





WANTED—Line of boys’ dress welts for IIli- 
nois, outside of Chicago. Am selling men’s 
dress welts retailing $5 to $7. Have estab- 
lished trade. Address D-718, care Boot and 
Recorder, 189 W. Madison Street, Chicago, II. 








HELP WANTED 








ATIENTION DEPARTMENT STORES— 

Thoroughly experienced shoe man available: 
equipped to manage, buy and merchandise your 
shoe department — profitably. Knowledge of 
market in merchandise, to retail from $5.00 to 
$8.50 at real profits to you. Best of reference. 
Address D-715, care Boot and Shoe Recorder, 
80 Federal St., Boston, Mass. 





SITION WANTED—Young married man 

32 years of age, having 12 years of shoe 
experience. At present assistant manager of 
popular price shoe store doing an annual busi- 
ness of $300,000. Want to connect with store 
as manager on Pacific Coast. Employed at 
present, but want to make a change. Am also 
show card writer and window trimmer. Ad- 
dress all communications D-724, care Boot and 
Shoe Recorder, 80 Federal St., Boston, Mass. 





BUYER-MANAGER. Ten years’ experience 
in shoes. At present assistant manager of 
ladies’ shoe store doing $200,000 a_ year. 
O. L. Dickerson, B-6 Barnett Apt. 737 Barnett 
St., Atlanta, Ga. 


FOR RENT 


PACE for a shoe department in Women’s 

and Children’s Wear Store in a 100% loca- 
tion in Brownsville, Pa. Good Shoe town. 
Write care Box 427, Brownsville, Pa. 











MAN with experience in styling shoes. Wanted 
especially for rubber shoes, canvas and 
Women’s light overshoes. Give experience, age 
and full particulars in first letter. Apply Box 
No. D-719, care Boot and Shoe Recorder, 189 
West Madison Street, Chicago, Til. 





MERCHANTS’ NEEDS 








Sell More Shoes 


Human interest, business 
drawing circular on_ shoes. 
The best way to increase your 
business. Write for free copy 
and prices. 


Comes Publicity Service 
852 Belmont Ave., Chicago, IIl. 














MERCHANTS’ NEEDS 














THE big H-W line of shoe store 
chairs covers all seating 
needs. The type of chair, shown 
above, will deliver satisfactory 
service over a period of many 
years. Investigate our free 
seating service. 


Ba Buffalo, 
N. Y.; Chicago, Ill.; Kansas City, Mo.; 
Los Angeles, Calif.; New York, N.Y.; 
Philadelphia,Pa.; St.Louis,Mo.; Port- 
» Oregon; San Francisco, Calif. 


“VINDOW 
IDISPLAY FIXTURES 


SEGALLé SONS 


923 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS 


SEND FOR CATALOG 
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MERCHANTS’ NEEDS 








$39.50 


For Complete 
Set 


Consisting of 1 table 
18”, 2 tables 12” 
high and 12 shoe 
stands 12-18 and 24, 
assorted. 
Solid 
Walnut. 
Weighted Bases — 
Metal Connections. 


Write Jer Samples of Window Fabrics 


THE HECHT FIXTURE CO. 
233 South Wells St. CHICAGO 


American 

















Milbradt 
Ladders 


Made for 40 years 
by the original in- 


ventors. 


Made 


in all styles 


to suit any shelving 


conditions. 


Get our price before 


placing your order 


Milbradt 
Manufacturing Co. 
24-6 No. 10th Street 
ST. LOUIS, MO. 





DISPLAY 
FIXTURES 


S OF THE BEST oniy 


‘| OF EVERY’ Hi 
DESCRIPTION |} 
Send for Catalog 
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493 SEVENTH AVE- NEW YORK 


LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


39°27) LEXINGTON AVE.. BRODKLY SS. att 
AMERICAS GREATEST 
SHOE CARTON & LABSL MPGS& 








Wooden Shoes as 
Courtship Aids 


MINNEAPOLIS, MINN. (UTPS)—C. M. 
Stendal, the “Shoeist,” and Mrs. Sten- 
dal, who is an active manager in the 
Stendal Nicollet Avenue store, have re- 
turned from the wooden shoe country. 
They have been touring northern Eu- 
rope for two months, visiting their 
former home town. The wooden shoe 
country in this instance is the Isle of 
Marken. To make good with a girl 
he intends to marry, the young man 
must be able to turn out a pair of these 
shoes, the more ornate the more prob- 
able his acceptance. The Stendals, 
however, will not try to introduce the 
plan to Nicollet Avenue shoppers. 

The Stendals observed that the Eng- 
lishman will wear tan shoes with after- 
noon costume, but never after 6 p. m. 
Light colors are to be popular, and 
black and blue colors prevail in women’s 
footwear in Paris. In fact, Mrs. Sten- 
dal says Paris’s artistic sense con- 
tinues to create shoe fashions, but— 
Europe is far behind the U. S. A. in 
shoe workmanship. 

Europeans seem to have an advan- 
tage over Northwesterners in that they 
travel, when flying, at the same rates 
as are charged to travel first class by 
rail. In the Twin City section, air rates 
are considerably higher as yet. 


Greenberg Opens Store 


Detroit, MicH.—A new shoe store, 
owned by Siegfried Greenberg, known 
as the Martha Washington Boot 
Shoppe, has recently been opened at 
1540 Broadway. Mr. Greenberg has 
sold Martha Washington shoes in the 
suburban store he managed. When the 
chance came he opened his own down- 
town exclusive store. He has made a 
study of the feet and is a graduate 
practipedist. The front half of the 
store is fitted up in reception room 
style, with old-fashioned rush-seated 
chairs, mirrors and pictures. The stock 
shelving: is in the rear half, in plain 
view of the customers, which makes 
the store attractively different and at 
the same time very practical. 


Free Foot Clinic 


MINNEAPOLIS, MINN. (UTPS)— 
Queen Quality Boot Shop, 610 Nicollet 
Aveune, has just given a free foot 
clinic for six days as a public service. 
The idea was to promote the science of 
foot health and to overcome scientifi- 
cally the difficulties one may have in 
being fitted comfortably. o appli- 
ances or arch supports were sold at the 
time. Six different foot doctors of the 
city were on hand one day each. The 
chiropodists examined the feet of pa- 
trons and were prepared to prescribe 
and personally oversee the fitting of 
correct footwear. 


To Add Shoe Dept. 


WHEELERSBURG, OHIO (UTPS)—The 
store of E. O. McCowen has been pur- 
chased by Hibbetts Bros., a retail firm 
of Portsmouth which is making exten- 
sive interior and window alterations. 
The company will add a full line of 
—_ to the clothing and dry goods 
ines. 


BUYING SERVICE . 








GROUP BUYING. _ Send for Details 


Complete Service and Catalog. Representatives Wanted 
102 ALBANY BLDG. BOSTON 

















MERCHANTS’ NEEDS 


Window 


Decoration 





We will now serve our 
Patrons with a new line of 
the most attractive Imported 
and Domestic Roll Papers, 


etc., in season. 


Also Maker of 
Artistic Price and Sale Tickets 


Samples mailed free on request 


Emil Rublack 
Originator of Designs 
140-142 West Broadway 
$ Established 1903 New York 




















Stern Bros., N. Y., Now 
Selling Foot-Savers 


New York, N. Y.—Stern Brothers, 
New York department store, in the 
reorganization of their women’s foot- 
wear department, which formerly was 
devoted to I. Miller shoes, exclusively, 
have taken on several new lines, in- 
cluding Julian & Kokenge’s Foot-Sav- 
ers. 


Shoe Stock Damaged 
By Water 


PROVIDENCE, R. I. (UTPS)—Shoe 
stock of the Callender, McAuslan & 
Troup Company, this city, was some- 
what damaged by water when a fire 
broke out in upper floors of the store. 
The shoe department is located on the 
second floor and water, from automatic 
sprinklers, constituted the entire dam- 
age, there being no fire in the section. 


‘““ ° ” 
Whitey” Changes Job 

Detroit, MicH.— William Beutle- 
spacker, known to most everyone as 
either “Mr. White” or “Whitey” and 
who was formerly manager of Chis- 
holm’s, State Street shoe store, is now 
in charge of the men’s shoes for A. E. 
Burns & Co. under Mr. McGee. 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boot anv SHoE REcorpER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue— 


A Rosy FuTuRE—IF 
Independent Merchants Adopt 
Modern Distribution Methods. 
Hor ON THE TRAIL OF THE MEN’S 
TOADS . 062 
How Merchants Are Cooperating. 
“Biack Your Boots”.. 
Bruce Barton Once Said. 


Luck?—No SucH ANIMAL.. 
THE VOICE OF THE RECORDER 


THE ANGLE AGE IN DESIGN 
A New Styling Note. 

NOTHING So Good AS AMERICAN 
WI o-0-6 womend-sos%ees es 

THE RETAIL SHOE SALESMAN 
A Department Dedicated to the 
Education of the Men and Women 
on the Floor. 


LUXURIES COME HIGH 
And the Price Is Justified. 


SHOE STORE SERVICE SECTION Store Equipment, 
and Display 
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The New Campaign 
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Advertising 
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News of the Travelers. 


SHOE MERCHANT NEWS 
SHOE MARKET NEWS 
OTHER REGULAR FEATURES. 


By Helen M. Haney .. 


About Retailers 
Among Manufacturers 





GETTING MORE 
SHOES SOLD RIGHT 


THE BOOT AND SHOE RECORDER PUBLISHING CO. 
80 FEDERAL STREET, BOSTON, MASS. 
EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT GEORGE W. R. HILL 
Treasurer Vice-President 


H. WALTER SCOTT B. C. BOWEN 
Vice-President Vice-President 





ARTHUR D. ANDERSON 
Secretary 


Directors of the corporation, in addition to 

the above-named officers, are as follows: 

A. C. PEARSON Huex M. Bowsn P. M. FAHRENDORF 
Owamn A. THOMAS CHARLES H. FURBER R. L. SzEwarRD 








SUBSCRIPTION RATES 


The subscription price of the Boor anp SHox Recorper is $3.00 for one year, which includes 
in the United States, its possessions, Canada, Mexico, Spain and its colonies and South 
America (excepting Venezuela and the Guianas, which is $6.00). 
FORBIGN SUBSCRIPTION—The price to all foreign countries except the above is $6.00 per 
o year including postage. 
All subscriptions are payable in advance. Single copes 25 cents. 





A request for change of address must reach us at least thirty days before the date of issue 
with which tt is to take effect. Duplicate copies cannot be sent to replace those undelivered 
through fatlure to send advance notice. With your new address be sure also to send us 
the old one, inclostng if possible your address label from a recent copy. 





Entered as second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of 
Mareh 3, 1879. 


Member of the Audit Bureau of Circulations 
Member, Associated Business Papers. Inc. 


BOOT AND SHOE RECORDER 





September 29, 1928 
A buying guide to 


BOOTS AND SHOES 
Alden, Walker & Wilde, Inc., E. Wey- 
mouth, Mass. 
Allen-Spiegel Shoe Mfg. Co. Belgium, Wis. 73 
Aronson Bros., Boston, Mass 


Atlantic Shoe Co., Inc., Boston, Mass...... 82 


Bancroft-Walker Co., Boston, 

Berkshire Footwear Corp., Holliston, Mass.106 
Berry, A. H., Shoe Co., Portland, Me.....10-11 
Best-Ever Slipper Co., Inc., Brooklyn, N.Y. 107 
Blog Shoe Co., New York City 

Brooks Shoe Mfg. Co., Phila., Pa......106, 108 
Brown Shoe Co., St. Louis, Mo 

Burdett Shoe Co., Lynn, Mass 

Burrow’s Shoe Co., Rochester, N. Y 


Cambridge Rubber Co., Cambridge, Mass.44-45 
Chicago Theatrical Shoe Co., Chicago, Ill. .102 


Churchill & Alden Co., Brockton, Mass., 
4th Cover 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
104 


Cohen, Samuel, Shoe Co., Boston, Mass....105 
Colt Cromwell, Inc., New York City 


Commonwealth Shoe & Leather Co., Whit- 
man, Mass. 21 


Conrad Shoe Co., Brockton, Mass 


Dingley Foss Shoe Co., Auburn, Me 
Dunn & McCarthy, Auburn, N. Y 


Elam, F. 8S., Shoe Co., Rochester, N. Y.....106 
Emerson Shoe Mfg. Co., Rockland, Mass.32, 104 


Freeman-Beddow Shoe Co., Beloit, Wis... 19 


Golo Slipper Co., New York City 
Greeley, A. W., Co., Haverhill, Mass 


Harsh & Chapline Shoe Co., Milwaukee, » 
Heywood Boot & Shoe Co., Worcester, Mass. 76 


Johnson Stephens & Shinkle, St. Louis, Mo. 
2nd Cover 


Keith, Geo. E., Co., Brockton, Mass....... 74 


Lape & Adler Co., Columbus, Ohio 

Leo’s Shoes, Inc., Brooklyn, N. Y 

Marion Shoe Co., Sheaten, Ind 

Menihan Co., The, Rochester, 

Merchants Shoe Co., Boston, Mass......... 
Minor, P. W., & Son, Inc., Batavia, N. Y...16 


Mishawaka Rubber & Woolen Co., Misha- 
waka, Ind. 


Moran-Hermann-McManus, Inc., Aubu — 


Nettleton, A. E., Syracuse, N. Y 
Nunn, Bush & Weldon Shoe Co., Milwau- 
kee, fi 
Packard, M. A., Co., Brockton, Mass...... 104 
Paristyle Footwear Mfg. Co., Inc., 
lyn, 
Plant, Thomas G., Corp., Boston, Mass.... 52 





September 29, 1928 


Our Advertisers in 


Raymond Footwear Co., Haverhill, Mass. . .107 
Reynolds, Bion F., Brockton, Mass 105 
Richards & Brennan Co., Randolph, Mass. .104 
Riemer, A. H., Shoe Co., Milwaukee, Wis. .105 
Riley Shoe Mfg. Co., Columbus, Ohio 26 
Ringley-Foss Co., Auburn, Me 77 
Roberts-Johnson & Rand., St. Louis, Mo... 6 
Roth & Rosenberg Shoe Co., Phila., Pa... .107 


Saks, M. J., Shoe Corp., New York City.. 78 
Scheiffele Shoe Co., Cincinnati, Ohio 
Schwartz & Herder, Inc., Phila., Pa 

Selby Shoe Co., Portsmouth, Ohio 
Shaft-Pierce Shoe Co., Faribault, Minn. .30-31 
Shaw, M. T., Co., Quincy, Ill 

Smith, Wm. Sumner, Chicago, Ill 
Stacy-Adams Co., Brockton, Mass 

Swan Shoe Co., Baltimore, Md 


Teeple Shoe Co., Waupun, Wis....Front Cover 
Truitt Bros., Inc., Binghamton, N. Y 


United States Shoe Co., Cincinnati, Ohio. . .46 


Willits Shoe Co., Halifax, Pa 


Wolverine Shoe & Tanning Corp., Rockford, 
ich. 47 


Wright, E. T., & Co., Inc., Rockland, — - 


Xenia Shoe Mfg. Co., Cincinnati, Ohio. .22-23 


LEATHER AND OTHER MATERIALS 


American Hide & Leather Co., 
M 


Beggs & Cobb Co., Brockton, Mass 
Brown, C. D., & Co., Rochester, N. Y 


@reese & Cooke Co., Boston, Mass 


Evans, John R., & Co., Camden, N. J.. .48-49 


Foerderer, Robert H., Inc., Phila., Pa..... 2-3 


Goodrich, B. F., Rubber Co., Akron, Ohio.40-41 
Goodyear Tire & Rubber Co., Akron, Ohio.. 29 
Graton & Knight, Worcester, Mass. .3rd Cover 


14-15 


Schmidt, Carl E., & Co., Detroit, Mich.... 17 
Standard Kid Co., Boston and New York.. 5 


West Virginia Pulp & Paper Co, New 
York City 


FINDINGS AND SHOE STORE SUPPLIES 


Adler-Jones Co., Chicago, III 
American Seating Co., Chicago, II! 
Andrews, A. H., Co., Chicago, Ill 


Cahill Carton Co., Harrisburg, Pa 





this Issue 


Dennison Mfg. Co., Framingham, Mass.... 28 
Detroit Show Case Co., Detroit, Mich..... 91 


Goodwin, C. L., & Co., Inc., Worcester, . 
108 


Grand Rapids Store Equipment 
ONE TE GE ccevesecesecennsese 9 


Hecht Fixture Co., Chicago, Ill 
Heywood-Wakefield Co., Wakefield, Mass...111 


Kawneer Co., Niles, Mich 


Lyons Hose Protection Co., Omaha, Neb.. 90 


Milbradt Mfg. Co., St. Louis, Mo 
Myers, F. E., & Bro. Co., Ashland, Ohio. .112 


Onken, Oscar, Co., Cincinnati, Ohio 
Rublack, Emil, New York City 


Segall & Co., Philadelphia, Pa 
Shoe Lace Co., Ltd., Providence, R. I 


SHOE ORNAMENTS 


Ballou, B. A., & Co., Providence, R. I..... 28 


Revilis, S., Phila., Pa 


Vanity Novelty Works, Brooklyn, N. Y....100 
Veith, A. & H., Inc., New York City 


, 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSING, ETC. 


Dunbar Pattern Co., Brockton, Mass 
Fenkart & Sons, Inc., Union City, N. J...108 
Boston, 


United Fast Color Eyelet Co., 


Boston, 
18-84-113 


United Shoe Machinery Corp., 


MISCELLANEOUS 
Boot & Shoe Workers Union, Boston, Mass.109 


Comes Publicity Service, Chicago, Ill 


Federated Shoe Stores of America, Boston, 
112 


Hotel Martinique, New York City 
Kirsch-Blacher Co., Inc., New York City..111 
Meyer, Frank C., Co., Inc., Brooklyn, N. Y.112 


New York Export Purchasing Corporation, 
New York City ill 


Sampson & Murdock, Boston, Mass....... 72 
Stanger, New York City 





BOOT AND SHOE RECORDER 115 


AC ext 7pyeek 


you will find 
in the 


Boot and Shoe 


HERE is need for a compro- 

mised plan in buying to insure 
the right proportion of stock at all 
times. Every merchant buys his 
percentage of “next season’s mis- 
takes” anyway. He buys more next 
season’s successes if he plans order- 
ing 50 per cent of a season’s re- 
quirements in the first two months 
and leaving 50 per cent to be spread 
over the following four months. We 
will, in our issue of Oct. 6, present 
the most practical method of stock 
control ever devised. It has been 
tested and retested until it is in per- 
fect shape to serve as a chart for a 
merchant planning his spring buy- 
ing. Seasonable shoes lose value 
when they cross the season dead- 
line, Aug. 1 and Feb. 1. Next sea- 
som shoes hold their fashion valua- 
tion longer when they are stocked 
right after those dates. 


E suggest a new use of the 
arts of persuasion in getting 
more children’s shoes sold right. A 
child is quick to detect insincerity. 
A store that passively serves chil- 
dren (and particularly the clerk 
with lack of interest) deserves what 
they get—no business. The dynamo 
of sales energy must be given added 
acceleration in the children’s depart- 
ment, for the way to get a real re- 
sponse in children’s departments is 
to pour thought, effort, selection and 
intelligent salesmanship into it. 
Youth is now sitting in the buy- 
ing seat. You can get either youth’s 
real enthusiasm or its silent indif- 
ference, and the span between is 
often in the tone of the voice of the 
sales person. 
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HERE is a VULCO-UNIT 

Box TOE specifically de- 
signed for the correct shoe 
for any occasion — morning, 
afternoon or evening — for 

every hour of the day 


THE GENUINE VULCO-UNIT BOX TOE IS MADE AND SOLD ONLY BY 


BECKWITH MANUFACTURING COMPANY 
Largest Manufacturers of Box Goes in the World 


STATLER BUILDING, BOSTON 
Chicago, G. W. Kissy & Co. St: Louis, Wricht Gunman Co. Cincinnati, Geo. A. SPRINGMEIER 








